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Caquire 


For May (Out April 15) 


GRADING UP...ON THE UP GRADE 


Americans are fast on the pick-up. Progressive dealers this most important job. Lead the way to better living, FEET . 
have stepped fitting “pocket-books”, and have really begun FIRST, with Freemans. Check up on your sport shoe slocks, 
to fit feet with better shoes. The first step in grading and lay in a good supply for your peak season. If you're not a 
up is fitting the consumer's mind...and Freeman Freeman dealer, and your trading area is still “open”, write 
National Advertising is certainly “going to bat” for you on for the Freeman catalog, or tell us to send a representative. 





FREEMAN SHOE CORPORATION ... BELOIT, WIS. 
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Vol. CXI, No. 6 


VOICE of the TRADE 


CONSIDER the humble cow. Not 
only does she furnish us with meat 
and drink but her hides, or rather 
the prices paid for them, have be- 
come one of the accepted indices 
of upper leather prices. Usually 
it’s light, native cows which the 
tanner and shoe manufacturer dis- 
cuss when they get together. In 
1932, light, native cowhides sold 
for five and a half cents per pound. 








In January, 1936, these hides sold 
at an average of 11.56 cents a 
pound. From then until October 
there was a series of minor ups and 
downs. In the latter month the ad- 
vance got really under way. In 
November the price averaged 12.97. 
In December it was 13.75. In Janu- 
ary, 1937, the price had jumped to 
14.25 and in February the price 
kept well above 16. The price con- 
tinues 16 cents, with rumors of in- 
creases to come when prime Sum- 
mer hides come to market. All in 
all, an increase of approximately 
30 per cent in a period of about 
14 months. 

“NOW that Easter is past, we are 
selling sport shoes to fully 75 per 
cent of our men. This will con- 


tinue for the balance of the Summer 
or until September. Brown and 
white are the number one sellers, 
some alligator trims, but mostly 
the rich -brown shades of calf. The 
all-whites are holding their own, 
while the black and white combina- 
tions are just marking time. Deau- 
ville sandals, which we import our- 
selves, are creating considerable 
interest. Crepe soles in the plain 
toe, seamless front models, when 
made of sueded leathers, are selling 
in white, brown and grey.” 

So says J. B. Bradley of Good- 
win’s, Hollywood, Calif.—a_ store 
specializing in the better grades of 
men’s shoes. 


* * * 





American for its shoe section— 
“Put Your Best Foot Forward”— 
11 pages full of pictures, type and 
advertisements. And we salute the 
cooperative venture by quoting the 
toast on the first page: 
“Here’s to the day when it is May 

And care as light as a feather 
When your little shoes and my big boots 

Go tramping over the heather.” 

A Spring bow to the following 
for putting it all together: Patricia 
Dougherty, Joyce Fenley, Charlie 
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Keller, William Bloom, D. H. De- 
Michaels and Lewis M. Abrahms. 


* * * 


GLEN R. DRISCOLL, president 
of the National Leather and Shoe 
Finders Association, says: 

“The business man is learning 
that he hasn’t any patent on price 
cutting. The other fellow can do 








the same thing, and often beat him 
at his own game. In other words, 
either the patent has expired, or 
the darned thing wasn’t any good 
to begin with. 

“Business is every day becoming 
more and more convinced that com- 
petition is not limited to that among 
different concerns in one industry, 
but that competition today is bigger 
and more far-reaching, in that it 
has become competition of whole 
industries against whole industries. 
In other words, your competition is 
not only the other jobber, around 
the corner from you, or in the next 
town. It is the competition of an- 
other industry trying to sell the pub- 
lic goods and service which either 
lessen the demand for your own 
goods or sometimes push you out 
of the picture entirely.” 
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COMMANDER A. D. SEBASTI- 
ANI, a Canadian shoe manufac- 
turer, brought from Canada to the 
Styles Conference in New York a 
replica of a pair of $14,000 eve- 
ning shoes designed for Queen 
Elizabeth. 

Commander Sebastiani, who sells 
his shoes through a shop in the 
busy Oxford Street shopping dis- 
trict of London, lists among his 
patrons the Duchess of Kent. Al- 
though he is a British citizen, he 
has been made a Commander of 
the Crown of Italy by the King. 
His ambition is to win recognition 
for the Canadian shoe industry. 

« * * 


4G ODCHAUX’S of New Orleans, 
La., are one of the first to advertise 
“Summer-Toned Shoes for Men” 
saying: “Here’s the way to Sum- 
mer comfort for the long hot days 
that are to come. All authenticated 


styles .. . white... putty... 
brown . . . black. All combina- 
tions . . . smooth or rough leathers 


. . « air-cooled. . . . Step right 
to the head of the style parade.” 


* * % 


KKIVIE KAPLAN of the Colonial 
Tanning Company, Boston, just 
back from a six weeks’ trip to the 
Pacific Coast via the Panama Canal, 
says: 

“It was really surprising to note 
the considerable amount of patent 








leather worn in Los Angeles. It 
seems that patent leather is par- 
ticularly adapted to this climate, as 
it is not too cold nor too warm. 
Then, too, patent is right in fashion 
at the moment. In visiting Catalina 
Island, it was interesting to note 
all the sight-seeing bus attendants 
who wore wide red patent leather 
belts. Even the front of the bus 
was covered with black patent 
leather. I was curious to find out 


whose make was used and traced 
it back, to find it was Colonial 
leather.” 

Mr. Kaplan won the ping pong 
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YOUTH IS IN THE HEART 


i : 
oO 


—l've met a heap of men during 
the past few years who seem to 
be laboring under what | term a 
"Calendar Complex." 

—Just because they are forty, fifty 
or sixty years of age, they feel 
and fear that industry or oppor- 
tunities for employment are 
"thumbs down" against them. 

—lIf a man is healthy, able and am- 
bitious, this is a mean type of 
phobia bug to acquire. 

—Age isn't a matter of years— 
rather is it a matter of condition. 

—1I know some men who are oid at 
forty and others who are young 
at sixty. 

—Some men grow old — others 
acquire years. 

—lf birthdays bother you—quit hav- 
ing them. 

—Any up-to-date woman will tell 
you how. 


Zee 6 Tr 


President 











championship and was awarded the 
men’s prize in a masquerade, while 
aboard ship. While the trip was 
primarily a pleasure vacation, lead- 
ing retailers and manufacturers 
were contacted in both San Fran- 
cisco and at Los Angeles. Mrs. 
Kaplan accompanied him. 
* * * 


GEORGE L. Smith, president of 
G. R. Kinney Co., Inc., says: 

“The retailer, because of his di- 
rect contact with the consumer, is 
sensitive to the consumer’s reactions 
to higher prices. For this reason 
he has been loath to increase his 
prices and, in certain instances, 
probably too much so. The retail- 
ing of shoes, I feel, has been one of 
those instances. I believe, however, 
the point has been passed where 
the shoe retailer can continue to 
absorb the increased cost of shoes. 
The outlook for possible increased 


‘pair volume in this highly com- 


petitive field is not sufficiently great 
to justify the continuation of nar- 
rowing gross margins in the face 


of mounting expense resulting prin- 
cipally from wage and tax increases 
applicable to the retailer as well 
as to the manufacturer.” 

* * * 


THE National Retailers Mutual 
Insurance Company, which has 
N. S. R. A. directors, Harry E. Fon- 
tius of Denver, Colo., A. H. Geut- 
ing of Philadelphia, Pa. and John 
J. Baird of Columbus, Ohio, re- 
ports: 
“The year 1936 was exception- 
ally good, and marked another for- 
ward step in our record of progress 
which has been uninterrupted dur- 
ing the depression years. The re- 
sults may be summarized as fol- 
lows: 
“(a) An increase in net premiums of 
$144,561.84 
(b) An increase in assets of $278.- 
955.09 
(c) An increase in surplus of $107,- 
170.96 
(d) Additional dividends to policy- 
holders of $413,763.33.” 


* * * 


EDWARD CASEY, in the Shoe 
and Leather Record of London, 
challenges the world in miniature 
shoemaking. He has made four- 
teen boots, shoes and sandals— 
each of which measures less than 
the diameter of a half-penny.* He 
says: 








“All these boots, shoes and san- 
dals are in colored leathers, some 
red, white and blue, with wood 
heels leather covered; they are per- 
fect in every detail. Fourteen years 
ago an American claimed to have 
made the smallest boot in the world. 
This stood on a penny. I made one 
at the time that was the diameter 
of a half-penny, and this was never 
challenged. 

“I made my first miniature shoe 
when I was twelve years of age. I 
am now 51, and challenge the world 
to make anything smaller than | 
have now completed.” 





*Half-penny is approximately the 
size of the American quarter. 

















THE Flexible Tongue 

Salesman Sam was the garrulous type, 

A high pressured steam exhaust, 

And many a sale that seemed just ripe 
Through his verbosity was lost. 

He’d pounce on customers as his prey 
To harangue, upbraid, and subdue, 
Until, alus, upon one fine day 

Salesman Sam met his Waterloo. 

She entered the store, a timid thing, 
He put on his “hale-well-met” front. 








“Ahoy, my queen, fit for a king, 
What would a sweet dream like you 
want?” 
She looked at him with a startled stare. 
Abashed at his obvious ruse. 
“It’s not for myself I want a pair, 
Tis for my husband I want shoes.” 
“Well, well,” said Sam, “now isn’t that 
sweet! 
I envy your husband indeed. 
I'll get you shoes for his weary feet— 
I know exactly what he’ll need.” 
On raved Sam with speech unabating, 
He put on his “knock-’em-dead” way. 
Customers left, tired of waiting. 
Sam took his time, he had all day. 
He extolled the shoes, their last, their 
wear: 
“Now take these shoes, etc., etc.” 
O’er her face crept a look of despair 
Of undisguised misery. 
“Sir,” she said, “all your sales palaver” 
(And here his face turned red) 
“Means naught at all for a cadaver— 
He needs burial shoes—he’s dead!” 
Irving Rose 
(Chilton Company, Phila.) 


J. B. REINHART, JR. of the 
Wizard Company, St. Louis, Mo., 
says: 

“During the past 50 years, manu- 
facturing has held the stage. Goods 
had to be made for the necessity 
and comfort of a great number of 
people who were still pouring in 
from other countries. Today, it is 
apparent that more goods are being 
made than the public consumes. 

“During the next 25 years, the 
principal attention of business will 
be directed toward the distribution 
and sale of the merchandise that 
factories are turning out each day. 
The key men in this picture of to- 
morrow will be the store people. 
The work you are doing will be- 
come more and more important all 
the time. Who knows more about 
the preferences of consumers than 
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you who deal with them every day? 
Who is in a better position to study 
retail selling and find practical 
solutions to these many problems 
than you are?” 
* * * 

S. L. SLOSBERG, vice-president 
of The Green Shoe Manufacturing 
Co. of Boston, says: 

“At the start of this season we 
promised our customers that in 
spite of rising manufacturing costs, 
we would do nothing to disturb 
them in their pre-Easter selling sea- 
son. We have made good that 
promise, 

“Now, we have determined not 
to lessen the standard of quality 
and service which you are accus- 
tomed to expect from Green shoes. 
We are now paying substantially 
more for labor, in order to insure 
continued top grade workmanship, 
as well as sharp increases in the 
price of all leather and materials. 
We are averaging and holding our 
prices as low as we can. 

“We have no doubt that you will 
agree with us in our feeling that 
we must not lower the character and 
quality of our product. Therefore, 
a slight adjustment of price is 
necessary now. These prices do not 
reflect replacement cost based on 
present market conditions. We 
have passed on every advantage we 
possibly could to you, and intend 
to continue to do so.” 
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E. C. Sams, president of J. C. 
Penny Company, says: 

“We feel that the morale as it 
at present prevails in the ranks of 
the company’s employees, com- 
bined with what is considered to be 
a liberal and justified salary scale, 
supplemented by opportunities for 
individual advancement, and in 
many instances by immediate op- 
portunity to share in the earnings 
of the company, warrants an en- 
couraging outlook.” 


* * *% 


@F the high-heel party, which he 
called the Trameckshans, and the 
low-heel party, which he called the 
Slamecksans, Dean Swift wrote, in 
about 1700, the entertaining tale of 
Gulliver’s Travels. 

All members of the Trameck- 
shans wore high-heeled shoes, 
while all members of the Slameck- 
sans wore low-heel shoes, and they 
threatened to fight one another and 
raise ructions, but the King of Lilli- 
puts, with rare diplomacy, managed 
to maintain the’ balance of power 
and keep on ruling by resorting to 
the singular expedient of wearing 
a high heel on one shoe and a low 
heel on the other. True enough, 
he limped a bit as he walked on the 
heels of different heights, but he 
managed to keep in with both 
parties and rule them both. 


























"I'm afraid we'll have to fire that handsome clerk since this candid camera craze started.” 














First Highlights of Fall Fashion 


by MISS JESSICA DAVES 


MANAGING EDITOR 
OF VOGUE, AT THE STYLE CONFERENCE 


COLOR—Black will as usual lead the field—all black with no 
disturbing accent will look quite new. Watch brown—very 
brown especially and warm bright brown as accent. Grey with 
brown great possibility. Wine, dark green, purplish blue are 
costume colors in the fashion picture, but do not promise fashion 
volume except as combination or accent colors. Rusty and 
orangy tones will be important accents. Mauve, purple and 
fuchsia also continue as accents. 


COSTUME TYPES—Short fur jackets over wool dress pre- 
dominant interest. Formal fur-trimmed day suits increasing. 
Full length cloth coats increasing in fashion accepiance; these 
usually have accented waist, simple neckline, flaring skirt. Simple 
two-piece suit established year’ round fashion for wear beneath 
top coats. Definite increase in formal afternoon costumes. 


SILHOUETTE—Skirts about fourteen inches from the ground. 
Waistlines definitely accented, oftenest normal but increasing 
tendency to high waist. Majority skirts flaring or with straight 
fullness. Shoulders definitely accented but not eccentric. Waist- 
length and slightly longer bulky fur coat extremenly important 
in Autumn silhouette. 


FABRICS AND FURS—Velvet, broacloth, duvetyn important 
formal day wear. Hard surfaced woolens or tweeds for street 
and country. Tweeds are plaids or bright monotones. Black 
suede suits high fashion for town. Kolinsky newly smart for 
coats. Silver fox, sables, martens, blue fox, important short 
jackets. Persian lamb continues fashion volume. Black caracul 
revival. Mink unabated. Grey furs continue. Brown Alaska 
sealskin important in brown and grey combination. 


EVENING—Stiff evening fabrics increasing. Brocades and stiff 
velvets return. Satin revival. Dramatic short evening dresses 
will influence length of all evening clothes. 


SILHOUETTE—High-throated, glove-like shoes continue, with 
the moulded look of first importance. However, operas and flat- 
tering low cut shoes are also in the picture. All trimmings sub- 
ordinated to smooth outline with the “pretty foot” again forward! 
Tongue operas can be fashion volume. Watch for high backs, 
strap designs and half-boots. Heels in general are higher, but 
the fourteen- and sixteen-eighths heel remains most importani 
for general day wear. 





~ 
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ECONOMICS 





The leather pit where 
prices for next season’s 
shoes are determined. 






















GEORGE H. MEALLEY 


Chairman, Color 
Committee, Tanners 
Council of America 


COLOR—Black predominant (hence varied black types essen- 
tial). Dark brown new high fashion possibility. Middle browns 
good for both town and country. Rust and green continue as 
special, or promotion colors. Oxblood shoes very smart for wear 
with black, grey, green, navy or brown costumes. Dark grey 
reversed calf and dark blue are good sports possibilities. 


MATERIALS—Suede of first importance for Autumn. Kid 
good in colors. Patent in combination. Wool fabrics continue. 
Calf, reversed calf, reptiles and grained novelties (frog, ostrich, 
etc.) for tailored or sports shoes. Lastex combinations increase 
in importance; the Viennese extensible leathers await technical 
perfection for production in monufacturing quantities. 


DET AILS—Very restrained detail with small pipings, stitchings 
or unobtrusive two-tone combinations. Whole effect of shoe is 
of restrained elegance, with little or no trimming. Buckles for 
tongue pump; flat bows; fine lacings; sleek appliques of one 
leather on another—as, patent on suede. 


EVENING—Brocades and kid fashion volume. Velvet, faille, 
satin. Many straps; but moulded look especially elegant for 
evening. The foot becomes very important with new lengths in 
evening dresses accepted. Embroidery, applique, beading, sequins 
increase. 
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More Important Than Fashion 


T he Styles Conference at the Waldorf-Astoria Dedicated 
to Fashion Futures Played Dual Role—Price and Style. 


ALL shoe roads lead to the Waldorf-Astoria, where 
the semi-annual National Shoe Retailers Association 
Styles Conference and Tanners’ Council of America 
Official Opening of American Leathers was held as a 
joint project on April 5 and 6. Significant, indeed, 
was the fact that fashion played a secondary part to 
the problem of shoe prices. The exhibits by some 
62 tanners, “tops” in the field of American leathers, 
were of great interest to the industry because of the 
inevitable price rises that must be taken in next sea- 
son’s footwear. 


CHANNING E. SWEITZER 


Managing Director 
National Retail Dry Goods Assn. 


Shoe manufacturers and merchants, representing 
practically every leading concern in America, played a 
dominant part in the discussions of “What Price Foot- 
wear for Fall.” The leather man is now in a “seller’s 
market” situation and the commitments made for sup- 
plies of leather will have an influence on the types of 
shoes to be made for Fall and Winter. If a manufac- 
turer is able to contract for a supply of leather, it is 
obvious that he will create footwear in keeping with 
his material buying advantage and will transmit those 


benefits to retailers who, in turn, will give the public . 


IRA A, HIRSCHMANN 
Vice-president 
Saks Fifth Avenue, N. Y. 


Aetion Photos 
by Recorder 
Staff 
Photographer 


ae 


MERRILL A. WATSON 


Executive vice-president 
Tanners Council of America 


the greater values because of advance purchasing and 
planning. 

So the economic side of the Fall conference becomes 
more important than the fashion view-point. 

The first day’s session of the Conference of the Na- 
tional Shoe Retailers Association on fashion futures 
was 50 per cent economics and 50 per cent fashion con- 
siderations. 

The Starlight Roof of the Waldorf was filled to ca- 
pacity when L. E. Langston, presiding officer, opened 

[TURN TO PAGE 32, PLEASE] 














THE 
PEOPLE OF 


FASHION 
VERSUS 


FALL 
FOOTWEAR 
TREND 


RUTH HARRINGTON, as a member of the Style 
Jury, reports The Highlights of the Styles Conference 
Women’s Meeting—a session that packed them into its 
hearings conducted like a court. 


















Ladies of the Jury 


CONDUCTING the Women’s Style Meeting like a 
court session brought so big a crowd that the S. R. O. 
sign was out. The standees lined the walls'to see their 
honors do their stuff. In filed the Judges, nine promi- 
nent retailers, looking so dignified in their long black 
gowns. In tripped the All-feminine Jury composed of 
representatives from the leading women’s and trade 
publications. Up stepped the expert witnesses and 
swore “to tell the whole truth and nothing but the 
truth, so help me Shoe Retailers!” 

Costume Trend Testimony—Great variety of 
materials in the Fall picture. Many finely woven, vel- 
vety finish materials for soft, feminine “romantic” suits 
arid coats that mean a greater emphasis on formal types 
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Prosecutor for the Public—L. E. Langston (gowned) 


LADIES OF THE JURY: 


Alice Hughes, Hearst Publica- 
tions; Hildegarde Fillmore, Mc- 
Call’s Magazine; Ruth Carson, 
Collier’s;.Mrs. Ethel Holland Lit- 
tle, Woman’s Home Companion; 
Fredericka Fox, Vogue; Florence 
Knowles, Emporium, San Fran- 
cisco, Calif.; Lillian Gleason, 
New York Times; Mrs. Fanny 
Fitzwater, Women’s Wear Daily; 
Mildred Nell, Harper's Bazaar; 
Kay Silver, Madamoiselle Maga- 
zine; Ruth Harrington, Boot and 
Shoe Recorder; Winifred J. 
Ovitte, Women’s Wear Daily. 






of shoes. Affluence in these formal fabrics for general 
daytime clothes of “Simpsonian Simplicity,” which 
require slick, neat tailored shoes. Also tweeds and 
plaids for spectator and sports clothes demanding 
swagger types of shoes. Never so great an opportunity 
to play up shoes for different costume types and 
occasions. 

New interest in unusual fur treatments—short capes, 
coats and sweater-like, waist-length jackets. These are 
usually in the longer-haired furs—silver fox, Kolinsky, 
etc., giving a smart, bulky look. Flat furs continue in 
volume, with Persian still leading, but no longer of 
such outstanding high style importance. These new 


fur treatments suggest fur tones in shoes. 
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Witness for the Industry—Pauline Morgan. 


NINE STYLE JUDGES 
IN GOWNS: 
Harold Volk, Volk Brothers, Dal- 
las, Tex.; Harry Fontius, Fontius 
Shoe Company, Denver, Colo.; 
A. J. Paully, Stix-Baer & Fuller, 
St. Louis, Mo.; Louis F. Tuffly, 
Krupp & Tuffly, Houston, Tex.; 
T. Dun Belfield, W. H. Steiger- 
walt, Philadelphia, Pa.; William 
Pidgeon, Jr., Pidgeon’s Shoe 
Store, Rochester, N. Y.; Richard 
Hofheimer, Hofheimer’s, Norfolk, 
Va.; Edwin Hahn, Wm. Hahn 
Company, Washington, D. C.; 
Harold S. Hart, Jay-Thorpe, Inc., 
New York City. 


Lower necklines the new development. Three sil- 
houettes in skirts, straight, draped and flared. 

Color Testimony—Black leading by great major- 
ity. The point reiterated by several speakers that pre- 
dominance of black shoes need not limit selling. There 
are different black textures to be promoted, different 
types—dull, shiny, smooth and grained; from the 
sports shoe to the evening shoe. A whole wardrobe 
of black shoes can be sold. 

Browns should be considered from inventory angle. 
Too many retailers are too short on this color; stocks 
should be replenished. 

Coffee brown the volume brown. Oak brown good 
with darker trim, in all-over sports shoes, and in 


all-over dress shoes for high style fur coat wear. Red 
cedar high style promotional color. Cubana likewise 
in street shoes; volume in collegiate and sports type. 
Acajou a shade that can be promoted for great variety 
of costume colors and will undoubtedly be heightened 
by French Exposition exploiting of vintage shades. 
Greens considered a possible dark horse for the later 
season. In blue, the style tendency toward the lighter, 
purpler Highland blue to be watched for Fall carry- 
ever shoes and particularly for next Spring. Marine 
still the volume blue for early Fall season carry-over. 

The other Tartan colors featured for Sports shoes 
and a few dressy, late afternoon and evening types. 
Scone gray recommended especially for Country wear. 
Gold as a trimming touch only. Ombré or shaded 
effects of the same color a note that is newer than 
multi-colors. 

Material Testimony—Suede highlighted. Combi- 
nation shoes of suede with calf, kid, or patent in 
“half and half” treatments recommended as practical 
economy in season of rising prices. Patent leather for 
early season expected to be unusually important carry- 


Nine Style Judges in Gowns. 


ing on its Spring success. Kid recommended for dressy 
shoes, particularly in color; reverse calf and calf for 
the sports and tailored category. New interest in 
reptile combinations. Trimmings of satin on suede 
mentioned for dressy types as new note. Usual dis- 
cussion of fabrics, with the opinion expressed that 
this fabric more logical for Spring season than as 
Fall promotion. Elastic leather notes as an ultra- 
modern development that will be tried out with small 
number of extremely high style houses and may point 
the way to startling future innovations in shoe styling. 

Pattern Testimony—Both a high road and a low 
road to be taken in patterns. The high, molded, glove- 
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PROLOGUE: 
Our customer in this Fourth Forum meeting is a 


young and athletic business man, interested in 
sport shoes as a participant and not in sport 
shoes as a spectator. The problem of selling 
active sports footwear in a shoe store is one that 
is very timely because the customer wants fitting 
service rather than counter service such as he 


might get in a sporting goods store. 


Reuben Metz, merchant of men’s shoes in Chi- 


cago, is at the fitting stool. 


COMMENTATOR: 
EDITOR OF THE BOOT AND SHOE RECORDER 
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ACTIVE SPORT SHOES MUST BE FITTED 


FourTH of a Series of Dramatized Selling Events As Origi- 
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nally Staged at the National Shoe Fair for the Purpose of In- 
creasing the Sale, Use and Interest of All Types of Footwear 


E.NASMUCH as Rube Metz has been playing a rather 
active part in the city of Chicago with his! football 
shoes, his baseball shoes, his basketball shoes, his 
boxing shoes, he seems to have captured the attention 
of the athletic fraternity because he himself is in- 
terested in it—I will ask Rube to carry on the fitting 
forum. The customer is a young business man, who 
goes bowling nights, for fun and exercise. 

MR. METZ: Now, with all due respect to the col- 
lege gentleman who came up here before, our approach 
to a customer in Chicago in the average store is much 
different from what I have listened to here. If we 
went up to a customer who came into our store and 
the first thing we stuck out our hand and asked, “What 
is your name, please?” he would fall over dead in 
Chicago. 

Of course, that has its place, maybe, among college 
boys and in very high grade stores, but our store is 
an average store. 


A MAN walks into our store. He wants a pair of 
bowling shoes. He says he wants a pair of bowling 
shoes. He gives us the lead; we don’t have to ask 
him what he wants when he comes in. This young 
man tells me he is a bowler. Our first inquiry is, 
“Are you a right-handed bowler?” 

Unless this man is a bowler of some distinction, he 
wonders why we ask him if he is a right-handed 
bowler. We carry bowling shoes for right-handed 
bowlers and for left-handed bowlers, and it is very 
important to know, if they are going to buy the com- 
bination soles, whether they are right-handed or left- 
handed bowlers. 

CUSTOMER: | want a pair. of low-cut bowling 
shoes. 

MR. METZ: About seventy-five per cent of our 
bowling shoes are made in low shoes today, whereas 
two or three seasons ago about ninety per cent were 
high shoes. The bowler finds it isn’t necessary to 
wear a high shoe while bowling. Men never wear a 
high shoe while playing golf, and it is much more 
essential to wear a high shoe while golfing than while 
bowling. 

COMMENTATOR: What difference does it make 


and the Technique of the Salesman in Action. 





whether a man is right-handed or left-handed in bowl- 
ing as far as feet are concerned? 

SALESMAN (Mr. Metz): The right shoe is the 
stop shoe for a right-handed bowler and the left sole 
is the slide shoe for a right-handed bowler. It is just 
the opposite for a left-handed bowler. 

Measures customer’s foot. . . . 

This man’s foot measures for a 10 shoe. 
bowling shoes, unless he has an extremely narrow 
foot or an extremely wide foot, he will take a size 10. 
All our bowling shoes are made with steel shanks. 

SALESMAN: Here are the shoes for the right- 
handed bowler. They also come with inlays for those 
who want more evenly balanced shoes. 


In our 


"WHERE is a big advantage in wearing the low shoe 
for bowling. A man who runs from work to the alley 
and has about two minutes to get ready and get down 
the alley can lace the shoe up quickly and slip it on. 

CUSTOMER: Could these shoes be used for any 
cther purpose, such as squash or indoor tennis? 

SALESMAN: Bowling shoes are not combination 
shoes. I can sell you straight sole shoes for gym and 
general sports wear. 

CUSTOMER: How about boxing shoes? 

SALESMAN: A boxing shoe is made altogether 
different. It has a flexible shank. Boxing shoes ‘are 
fitted from one to three sizes smaller than street shoes’ 
size, according to the way the boxer wants the shoe 
to fit. 

CUSTOMER: My girl wants to learn how to bowl. 
What should she wear? 

SALESMAN: We also sell ladies’ bowling shoes 
in different styles and types. Every season we get out 
something new in bowling shoes. These shoes fit. 
They are not just shoes that are stuck on the feet, like 
ninety per cent of the bowling shoes that are made in 
the United States which are made without steel shanks 
and are just pieces of leather thrown together. The 
sporting goods store seems to think the bowler doesn’t 
care. Any kind of a size at all will do. 

We have had experience with cheap lines of bowl- 
ing shoes which we had to throw out and now we have 

[TURN TO PAGE 35, PLEASE] 
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Everybody Talked Men’s 


THE Men’s Style Committee meeting of the National 
Shoe Retailers Association, in the Perroquet Suite of 
the Waldorf-Astoria on Tuesday, was certainly the best 
conducted and one of the largest meetings held in recent 
years. Joseph T. Geuting of Geuting’s, Philadelphia, 
served as chairman, ably assisted by Ernest J. Smith 
of Wanamaker’s, New York, who acted in the capacity 
of secretary and ad-lib commentator. 

The topics discussed covered a broad range, from 
lasts and patterns, through materials, to promotion. 
Many new angles on the place of certain leathers and 
new ways of promoting them were brought to light. 
From a strictly fashion standpoint, the discussion could 
have been considerably improved had the retailers 
assembled taken a more active interest in them and 
given more freely of their experiences. However, the 
general direction which the discussion took brought 
out several trends which may be capitalized for Fall 
and Winter selling. Some of the retailers felt that a 
short forum on the economic situation would not 
have been amiss. 


This year there was no formal discussion by rep- 


resentatives of the apparel and fashion publications. 
Hitting on the keynote of an open forum, Joe Geuting 
introduced representatives from Esquire and Apparel 
Arts group, Men’s Wear and the Boot anp SHOE 
REcoRDER—who discussed the trend in men’s clothing 
in its relationship to men’s shoes. 

An interesting report of a nation-wide survey con- 
ducted by a men’s publication brought to light the 
fact that black is selling 67 per cent and other colored 
leathers 33 per cent—but that brown is definitely on 
the increase and running as high as 39 per cent in 
certain restricted localities. 

Raymond Twyeffort, chairman of the Publicity Divi- 
sion of the National Merchant Tailors’ Association, 
described the peculiar transition that is taking place 
in men’s fashions in America today due to the de- 
centralization of styling. He pointed out the remark- 
able activity of the West Coast in promoting sports 
types of clothing and argued that many of the fash- 
ions which seem so good in a given locality are 
peculiar to that section; while certain other types 
meet with general acceptance the country over. He 
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Joseph G. Geuting Explains the Leather 
Colors for Fall While Ernest Smith holds 
the portfolio. 


Styles But Thought PRICES 


maintained that the only way for a shoe merchant to 
be correct in his fashion information is to take the 
whole trend and classify it according to his own needs. 
Raymond Twyeffort said further that shoe men should 
know more and more about fabrics and accessories in 
men’s dress since these are the factors which influence 
men’s shoes most. 

James E. Wall of the Wall-Streeter Shoe Company 
stated that there is a definite trend towards boarded 
types of leathers in medium shades of brown and pre- 
cipitated a lengthy and heated discussion on the posi- 
tion of reversed calf types in the Fall picture. Mr. 
Wall said that in his opinion, demand for reversed 
calf was definitely receding. 

Frank Ryan of the A. J. Bates Shoe Company said 
that the bulk’ of the orders on reversed leather types 
of shoes were coming to the instock department, which 
would indicate that the merchant is less anxious to 


speculate on the possibilities of this type of shoe than - 


he has been hitherto. 

Robert S. Cook, of the A. E. Nettleton Company. 
noted an interest in grains and an increased cutting 
in browns. In his opinion, in the current market, black 
constitutes less than 60 per cent of the color volume 
and business in Norwegian types of leathers is ex- 
ceptionally good. 

J. D. Nunn of Nunn-Bush Shoe Company cited a 
trend towards darker tans in calf and clarified his 
statement by saying that he felt a definite swing to 
the cordovan colored calfskin. 

M. Olinsky of Jackson’s, in Bridgeport, described an 
experience where a close-out on burgundy colored 
shoes actually caused a demand for shoes of this type 
and that he was reordering for Fall and Winter pro- 
motion. 

Discussion on the possibilities of the reversed type 
of leather for Fall promotion brought forth the fact 
that perhaps it had not been properly promoted and 
had found its way into the wrong type of shoe. Phil 
Rehfeld of Saks Fifth Avenue, representing a particu- 
larly high-grade type of store, said that he had ex- 
perienced no falling off whatsoever in shoes of this 
type and said this was probably due to the fact that 
he had pioneered it and had seen that it had gone only 
into those types in which it properly belonged. 


Ernest Smith, on the other hand, noted a decided 
increase in reversed leather shoes and went as far as 
to state that in his opinion the only reversed calf sales 
made today were new sales, not repeats. 

Arthur Adler of the Adler Shoe Stores said that the 
fault might be with the retailer in this promotion and 
suggested that a real effort would bring the much 
needed results. He asked just what could be expected 
to take its place, should the reversed calf sales fall off. 

Further discussion brought up the proposition that 
perhaps the reversed calf belonged in the prep school 
classification rather than in shoes for older men. 

It was generally accepted that with the proper pro- 
motion, classification of types, and retail sales effort, 
the popularity of reversed calf shoes could be main- 
tained for at least another year. 


LASTS and patterns came in for their share of the 
discussion, with the trend generally towards a squarer, 
fuller forepart in the better grades and a very much 
shorter forepart in the less expensive grades. Custom 
detailing of a much sturdier type, which would nat- 
urally be expected in Fall shoes, seemed apparent. The 
place of the Norwegian shoe was discussed and it was 
felt that it was definitely on the increase. It was gen- 
erally agreed that the blucher pattern is on the in- 
crease, due perhaps to its successful detailing in the 
sturdier types of Norwegians and grains and its smart- 
ness for town wear in Russia types of leathers. 

The possibilities of promoting a Fall sports shoe to 
cover the gap between August selling and the opening 
of the heavy Fall footwear season. was offered. It was 
suggested that it might be a sturdy type of shoe either 
of reversed calf or reversed calf trimmed with boarded 
or grain leathers—the shoe to be developed with heavy 
detailing and a welting or reversed double construction. 

At the same time, the promotional possibilities of 
Fall sport shoes about August 15 and then an or- 
ganized Winter promotion of heavier Winter weights 
in the snow belt were analyzed. 

In summing up, Joseph Geuting, chairman, said 
that certainly there was a much more diversified future 
in men’s shoes and men’s shoe selling. A detailed 
report of the committee is being prepared and will 
be forthcoming shortly. 
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She Edlilors Outlook 


The Public Wants “Its Money’s Worth” 


FOR the next six months there is only one subject that 
is paramount above all else—What Price Footwear 
Will the Public Buy? Styles and patterns and leathers 
are important. Storekeeping is important. Promotion 
and advertising are important but No. 1 position goes 
to “What Price Footwear.” We have said it before 
and we say it now: Shoe stores do not sell shoes! They 
sell people! What the public will pay is the result of 
many things besides the cost of ingredients, labor and 
distribution. Shoes do not sell themselves. Customers 
come to stores giving values, they go away from stores 
when they cease giving values. 

The public must be given a background of under- 
standing of the price of shoes. The merchant cannot 
bluntly tell the public: “Here’s what I pay. Here’s 
what it costs me to sell and here’s the price that you 
must pay if you want the shoe.” He cannot say all 
these things directly. So, for the next six months, 
a lot of preparation must take place—to give people 
an appreciation of the values that they are getting in 
shoes and the proper price for those values. 

Someone must prepare the public for the new shoe 
prices. The Boot anp SHoe RECORDER is a source 
of many quotations that can be used in newspaper re- 
leases to acquaint the public with the changing levels 
of shoe prices. For example—the article in our March 
27 issue—‘‘What Price New Leather” is a very thorough 
study on the position of the markets. Any merchant can 
cull therefrom paragraphs and give credit to the official 
source, because by so doing, the public reading the 
newspaper comes to an understanding that the local 
retailer is not entirely responsible for the rise. When 
you show the public that Chicago packer hides were 
selling for six cents in 1932 and seventeen cents in 
1937, any child can understand the fact that the in- 
creased raw material costs will eventually be found 
in shoes purchased over the fitting stool. There are 
a dozen quotations within that one article alone that 
put the burden of educating the public onto us rather 
than onto the local shoe man. From time to time we 
are going to have more articles of this sort, many of 
them in the form of direct releases to be used in news- 
papers, direct mail and publicity in the store. 

One of our subscribers said in January: “I will 
absorb the first rise in prices and hope to accelerate 
selling to at least make the same profit that I did, even 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


though my volume may be 20 per cent greater. Then, 
on the second rise I will go 50-50 with the public; 
but when the third one comes along, I am afraid | 
will have to let it go, full force.” That seems to be 
the general habit in trade—except in those stores that 
have a variety of prices, where juggling can be done. 
As Walter Winchell said: “The American public 
doesn’t know very much but it does know what to 
get—its money’s worth.” : 

Stores cannot continue to say: “This is the same 
shoe at $6.00 that we had before—because it isn’t the 
truth. There are no miracle men who can make Grade 
A leather out of belly-stock. This week the first of 
the great chains raised its prices. The chain with a 
fixed-price shoe is “on the spot” in a rising market. 
It can jiggle and juggle values, to hold the miracle 
price for a time, but it cannot give values at the old 
price for long—for the volume cannot be pyramided 
nor the expenses further reduced. 

For serious-minded economists of shoes and shoe 
prices, chains today serve a useful purpose in being a 
check and a hedge against rapid promotional rises 
that are based on “word-pressures” rather than actual 
market pressures. When fixed price chains rise you 
know it’s “must.” We had an experience back in 1927 
when the statistical position indicated that prices 
should rise but in the actual, hard-fisted battle of 
business there was a gap between quotations and actual 
sales. But today’s market is built up on actual prices 
paid for definite shipments of leather and supplies 
and the end is not yet in sight. 

There is another hedge and check to headlong price 
inflation in footwear through the fact that substitu- 
tion is soon made a part of the fashion economics of 
the manufacturer and the retailer in efforts to hold 
prices to popular levels. But by and large this highly 
competitive shoe industry of ours is a tough field for 
anyone who thinks he can boost the price of a com- 
modity or a shoe and make an inordinate profit thereon. 

We have a respect for the facts that lie behind the 
new footwear prices for Fall. They are sincere price 
levels. Therefore, the public must be told with facts, 
not fiction, that it must pay more money for shoes 
from now on. 
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OUR customers are first attracted to shoes that carry 
this “Custom” Heel, because of its smooth handsome 
part-of-the-shoe appearance. 


Then, when they see the name “Goodyear” they are still 
further sold—because they know it to be “the greatest 
name in rubber”—and have learned to associate quality 
and satisfaction with that name. 


Thus, this heel is a definite aid in making sales. And 
its long-wearing comfort is a strong influence in 
7m making “repeats.” 
That’s why manufacturers gladly pay more to put 
the “Custom” Heel on shoes you sell. 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 
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ORTHOPEDIC 
FITTINGS 

A 
SPECIALTY 





Dear Madam. 

ar hr alptphomrelal? eee 
peng Seine Ah gpaped paemmmrad the child has 
omgrown them. Kaowing you do aot want your child w run 
iato the dangers of foot troubles that result from wearing shoes 
that ase wo short, we invite you to come down at your cartiest 
convenience for another X-Ray examination. There is no charge 
tor ts service and you will be safeguarding your child's health 


BLITZ BOOT SHOP 
ie DEVON AVE. 
CHICAGO 











Juvenile Footwear Merchants in the Chicago Area 
Find It Pays to Give Special Attention to Sizes 


ALTHOUGH not exclusively a chil- 
dren’s store, a fine job of serving the 
juvenile trade is being done by Blitz 
Boot Shop, 1346 Devon Ave., Chicago, 
a neighborhood and family shoe store. 
Situated in an outlying Chicago com- 
munity, Harold and Max Blitz have 
built an enviable family business 
through special attention to correct 
fittings and orthopedic work. More 
than 20 per cent of his business is in 
children’s shoes and many of his 
younger adult customers have bought 
all their shoes there since kinder- 
garten days and earlier. 

All shoes are fitted by X-ray. With 
more than 15 years of experience, the 
Blitz Brothers and their staff have 
learned to recognize defects while 
examining a child’s foot for size. Dr. 
Scholl’s Pedograph is then used to 
determine the exact defect. If it is 
serious, the parents are immediately 


advised and referred to an orthopedic 
surgeon. This usually means that the 
family returns again to secure their 
orthopedic shoes there. If, as is usual- 
ly the case, the patient returns, the 
store keeps in constant touch with the 
doctor and the family. 

When corrective work is possible 
through use of special shoes, as often 
is the case, the need is carefully and 
tactfully explained to the parent, who 
in the majority of the cases will be the 
mother. This is important, Harold 
Blitz, spokesman, believes, since it is 
easy to arouse unnecessary fear and 
even hysteria on the part of the 
mother. Careful records showing the 
print of the child’s foot, taken as often 
as necessary and data concerning size, 
changes in shoes, etc., are kept in a 
separate orthopedic file. In many 
cases of slight pronations children 
are ready for normal shoes again in 
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Fitting two of the young customers 
who form the clientele of Youthful 
Shoes, Inc., Oak Park, lil. 


three to four months. More serious 
cases may require a period of years, 
yet one child with absolutely flat feet 
and rotating heel bone was able to 
return to normal shoes in a year and 
one month. Pigeon toes, fallen and 
weak arches, flat feet, and pronations 
are the most common defects and 
those for which the staff is constantly 
on the look-out. It is Mr. Blitz’ ob- 
servation that two out of ten chil- 
dren need corrective shoes of some 
type. Unfortunately, he points out, 
many of these are due to the fact that 
at some time or other the children 
have worn poorly fitted and incorrect 
shoes. The corrective shoes needed 
may be merely a built-up heel or may 
be a complicated arch and heel sup- 
port. The importance of constantly 
being on the alert was brought home 
recently when a little girl who 
previously had a perfect arch and had 
always worn normal shoes,‘ returned 

[TURN TO PAGE 58, PLEASE] 
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{ «e0 TO BLANK’S SHOE STORE AND BE : 


FITTED WITH DR. SCHOLL’S ARCH 
SUPPORTS AND YOUR FOOT AND 
LEG PAINS WILL STOP. QUITE A FEW 
OF MY PATIENTS WEAR THEM AND 
HAVE ONLY THE HIGHEST PRAISE 
FOR THE RESULTS THEY PRODUCE.” . 











The Professional 
Endorsement of 


DS Scholls 


ARCH SUPPORTS 


by thousands of Physicians, plus the mighty influence of 17 of 
America’s leading magazines, with nearly 25 million readers 
every month, are creating a record demand for DR. SCHOLL’S! 


The tremendous demand for Dr. Scholl’s Arch Supports—the greatest in our history —is 
due to the public’s rapidly growing appreciation of the need of Arch Supports to really 


correct weak or fallen arches. 


CORRECTION 


volition Theis The Secret of the Remarkable 
Sapernnee very Results Produced by Dr. Scholl's 
Arch Supports in Relieving 


Dr. Scholl's } Foot-Eazer—the | largest-selling Arch 
After the foot is ac- 
customed to its new 
elevation, the Sup- 


Support in the world. Millions of pairs sold! 
port is raised. 





Our forceful advertising campaigns in the lead- 
ing magazines and in the Medica! press of the 
country, are driving home the facts about 


sone atwo fnernqnautatly alle. Basse cove Dr. Scholl’s Arch Supports and how necessary 


IFFERENT — every case is INDIVIDUAL. 
te foot may be normal, the other not. One may they are for relief. 
have weak arch to a slight degree, the other an Literally millions need this relief that no other 
extreme degree. method can 7 gona Are you alive to these op- 
oO 


Individualized fitting to each foot’s individual portunities for big p rofits? They are ready “~ 


for you. Make the most of them b 
. needs, a feature of Dr. Scholl’s Arch Supports, and waiting y 
As the condition im progressive @ djustment upwards by easy stages, concentrating your efforts on Dr. Scholl’s Arc 


proves, the Si atid iil d at the left, b {‘D Supports. Order at 
is again raise as illustrated at the left, by means of Dr. Scholl’s once the different ° . 
pone gos 5 Bd the only Scientific and logical styles and sizes you Scholl's 


pe . need to fit all cases. 
© arch support 
or Seussauve™ WRITE FOR 


shoe of one NEW CATALOG 


standard eleva- THE SCHOLL MFG. 


tion to fit 2// feet 








After the foot és 
restored to norma 
the S. need no 
longer be worn. 


can possibly meet 
these specifica- 
tions. erefore, 
it cannot correct. 

















COo., Inc. 


213 W. Schiller St., Chicago 
62 W. 14th St., New York 
112 Adelaide St., E., Toronto, Canada 
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hollywood 


footnotes 


The Real Value of the Stooge... Lynne 


Carver’s Sandals . . . Loretta Young Taboos 


Shoes . . James Dunn’s Gray Suedes 


---- by h.r.t. 


THE real mission in life of Hollywood’s famous 
stooges has been discovered. Stooges are needed by 
their movie star mentors to break in new shoes. This 
came to light when Henry Wise was seen limping 
around the “Swing High, Swing Low” set at Para- 
mount, his feet encased in a new pair of shoes. Henry 
is chief stooge for Fred MacMurray, and as such he 
has the job of breaking in Fred’s footwear. 


* * 


Una Merkel, M-G-M actress, has selected a large 
variety of smart prints for her Summer wardrobe, and 
has purchased extra yardage on each piece. The ob- 
ject is to use this additional fabric to have sandals 
made to match the print of her frocks. 


* * * 


Lynne Carver, also on the M-G-M payroll, has a 
great liking for multi-colored sandals. One that she 
worked out with her shoe man was made of strips 
of every known shade of blue kid. She wears this 
pair with a print frock in which the blue color pre- 
dominates, 

Loretta Young has only one taboo when she is 
before the cameras. Except for scenes which show her 
feet, she definitely outlaws shoes. On the “Cafe 
Metropole” set at 20th Century-Fox where she is ro- 
mancing with Tyronne Power for the camera, she 
went through half the picture wearing shell pink slip- 
pers. She believes that wearing slippers saves her 
strength for the ten- and eleven-hour shooting days 
that she goes through. 

Evening scarfs that match slippers are a new and 
pleasant Hollywood fad, and are recommended by 
Pauline Moore to give a gala air to simple evening 


frocks. An instance cited in “Charlie Chan at the 
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JAMES DUNN 


Who believes there’s good luck in 
his old gray suede shoes. 


Olympics” is the use of one of the new paisley silks 
stressing gold, white and blue for a trailing scarf and 
slippers worn with a plain blue evening dress. 


* * ae 


Following her invariable custom, Miriam Hopkins 
had on her comfortable rabbit-fur-trimmed slippers 
when she appeared on the set of Samuel Goldwyn’s ° 
“The Woman’s Touch,” last week to start work. Miriam 
has worn them in all her pictures for several years 
and started the custom of wearing this comfortable 
type of footwear on the motion picture sets of Holly- 
wood. Today she wouldn’t dream of starting a pic- 


ture without them. 
+ * te 


The mystery of James Dunn’s gray suede shoes and 
their perennial youth has been solved. This actor has 
apparently worn the same pair constantly in the pic- 
tures for the last two years. Dunn admitted to this 
reporter that those he wears on the street and off-scene 
are a “stand-in” pair; a double for his cinematic 
oxfords. 

In the new Columbia comedy, “Venus Makes 
Trouble,” in which he heads the cast with Patricia Ellis. 
Dunn, as the irrepressible press agent, again wears 
his suede shoes. They have become almost a tradition 
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EKeonomies More Important Than Fashion 


the meeting and in the absence of 
Louis F. Tuffly, president of the Na- 
tional Shoe Retailers Association, read 
his address, saying: 

“I cannot stress to highly the value 
of this undertaking to the shoe indus- 
try. It is the laboratory to which 
is brought, in the rough, all style 
influences, and from which is sent 
out a pre-season forecast so valuable 
to those who must prepare well in ad- 
vance of the approaching season, 

“The work of this conference is not 
infallible. Mistakes will be made. Fash- 
ion trends now appearing in the mak- 
ing may not develop; others may play 
out before the season is well under 
way. No group of experts can tell you 
and me exactly what will be the re- 
quirements of our respective localities; 
but if you will follow, in the main, the 
pre-season forecast to be issued, you 
may feel perfectly safe that you won’t 
go far wrorig.” 

In highlight, the economic futures 
were stressed by Merrill A. Watson 
for the Tanners Council of America, as 
follows: 

Shoe prices will rise in 1937, but 
shoe values will fall, quality will be 
lowered: That is an opinion I heard 
expressed by one skeptic recently. 
Prices of footwear must advance in 
1937, but I cannot feel that there will 
be a decline in the quality of footwear. 
Such a statement implies that the shoe 
industry is completely out of touch with 
the current demands of the consuming 
public, and moreover that it refuses 
to accept its responsibilities to con- 
sumers. The industry has too much 
foresight to miss the current trend, and 
to risk the dangers inherent in any 
program of substituting inferior mer- 
chandise at the present time. 

Bear in mind that the supply of 
leather raw material differs in certain 
fundamental respects from other com- 
modities. Hides and skins are by-prod- 
ucts of our demand for meat. Since the 
demand for meat is fairly constant, our 
domestic supply of hides and skins is 
also fairly constant. Furthermore, be- 
cause our domestic supplies of hides 
and skins are normally insufficient to 
meet your requirements the United 
States is one of the most important 
hide and skin importing nations in the 
world. 

Ordinarily, world supplies of hides 
and skins are ample to care for our 
needs. It is obvious, therefore, that 
changes in the demand for leather are 
not met by changes in domestic slaugh- 
ter but merely by greater or lesser 
imports of foreign hides and skins. 
These changes in demand which are 
reflected in imports of raw materials 
have for many years had a very im- 
portant effect on prices. 

With the steady disposition of these 
drought hides and skins, the last of the 


[CONTINUED FROM PAGE 19] 





IRA A. HIRSCHMANN 
Vice-President Saks Fifth Avenue, 
New York, who addressed Style 
Conference on “Promotion.” 


supplies of drought stock will be of- 
fered for sale by the government the 
15th of this month, a more normal re- 
lationship has been developing between 
domestic hide and skin supplies on the 
one hand and leather demand on the 
other, 

Inevitably the United States has been 
forced to enter world markets for its 
usual quantities of raw material. That 
basically is the key to the price trends 
which we have witnessed in the last 
few years. 

When we consider the subnormal 
prices that have ‘existed, in the light 
of these facts, it will readily be under- 
stood that this readjustment could not 
be brought about without firming price 
levels. 

It happens that the return of the 
United States as an important buyer 
has coincided with increased demand 
for leather-making materials from 
other important countries. Economic 
recovery and extensive rearmament 
have sharply stimulated the consump- 
tion of hides and skins in almost every 
nation. Domestic tanners therefore 
have met something more than ordi- 
nary competition in re-establishing 
their former position in world markets. 

There would seem to be little doubt 
in view of these facts that shoe prices 
must move upward during 1937. But 
what will be the industry’s policy on 
quality. I believe that the industry 
will take the stand that it cannot af- 
ford to reduce the quality of footwear, 
in fact that quality should be increased. 
There is far too much at stake for the 
industry to adopt a_ short-sighted 


policy of allowing increased prices to 
be made up even partially by decreases 
in quality; substitution of inferior ma- 
terials. The shoe market is one of the 
finest that any industry enjoys. 

The shoe industry’s responsibility to 
consumers may be no greater than that 
of other industries but the necessity 
for it is more obvious. The average con- 
sumer has little knowledge of how a 
shoe is made, the proper materials to 
be used and the possibilities of substi- 
tution. He relies directly upon the war- 
ranty and good faith of the retailer 
and indirectly upon the integrity of 
the manufacturer. Consumer judg- 
ments are slow to form, but their 
prejudices are equally hard to dis- 
lodge. 

The consumer will continue to receive 
more than a square deal from the shoe 
industry as in the past. 

George H. Mealley, chairman of the 
Color Committee of the Tanners’ Coun- 
cil of America, said: 

I would not want you to imagine that 
the colors to be important this Fall 
will only be the ones confirmed as 
shades by the Tanners’ Council Color 
Committee. 

It is not unusual for a new color to 
develop during the height of:a season, 
through special promotion of an im- 
portant store or an important chain of 
stores. Colors such as these, however, 
are usually high fashion colors espe- 
cially well merchandised. 

The task of selecting colors for shoes 
is much more difficult this season due 
to changes as to what is correct in 
fashion. A few years back if there was 
as much beige in women’s apparel as 
there is this Spring, we would know 
that beige shoes were to be important. 
However, this season a correctly attired 
woman wearing a gown or suit of 
beige, will wear shoes of almost any 
color except beige. 

One other factor making shoe color 
selection more difficult is the fact that 
shoes in many cases are an accessory 
and yet, many colors which are good 
in some accessories such as hats, bags, 
scarfs and gloves are not always good 
in shoes. I have in mind particularly, 
the very successful promotion this sea- 
son of chaudron in these accessories 
and yet chaudron was not well accepted 
in shoes. 

It is necessary for shoe manufac- 
turers and retailers to give consider- 
able more attention to shoe colors due 
to the increased types of shoes and the 
increase in the cost of shoes, in other 
words, mistakes will become much more 
costly. 

It is also important to consider the 
grade of shoe as to the correct color. 
The high-grade conservative type will 
be of a dark conservative color and the 
high-fashion grade will, in some cases 

[TURN TO PAGE 35, PLEASE] 
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Left, The Pimlico, No. M4580, Tan Calf and Genuine White Buck. 
Right, The Pimlico, No. M4539, Green Calf and Genuine White Buck. 


“Srow them —-sell them!” Thousands of pairs of Jarman 
Custom Shoes were sold just as easily and quickly as that. 
during last season—Jarman sales charts prove it. And this 
season Jarman displays an even bigger and far more complete 
line of these fine shoes, to retail at $6.50 most styles. You’ll find 
a great demand for a shoe at this price and Jarman has helped to 
create that demand with full-page, full-color advertisements in 
national magazines, seen and read by thousands of men in 


your community. These men will want to see your latest styles 





in Jarman Custom Shoes . . . be ready to “Show them—-sell 
them!” The Jarman representative will call. Write: JARMAN 
SHOE COMPANY, Nashville, Tenn. 


CUSTOM SHOES $650 





JARMAN SHOE COMPANY - NASHVILLE, TENN ~- pivision OF GENERAL SHOE CORP. 
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iSHANS 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 








BOOT AND SHOE RECORDER, April 





10, 1937 


Economics More Important Than 
Fashion 


[CONTINUED FROM PAGE 32] 


be of a color which might have quick 
acceptance, but will only be in the fash- 
ion picture for a very short time. How- 
ever, in the high-fashion grade is 
where we very often get colors which 
are fundamentally sound and which 
develop into safe, staple shades. 

The most important Fall color will 
undoubtedly be black. Do not think 
of black as being a staple, conservative 
shade; instead consider it as being cor- 
rect fashion. It is no longer necessary 
to think that shoe pairage in women’s 
shoes will be kept down if black shoes 
are important, as the change in shoe 
types will take care of this factor. 

Next to black, the most important 
color will be the brown family and here 
decided changes have taken place. The 
dark colors are lighter and the light 
colors are darker. There will be no 
place for black-browns. Even marrona 
is too dark. Another change is the 
growing importance of the ginger and 
the cinnamon shades. 

He then enumerated the colors as 
reported in BooT AND SHOE RECORDER 
of March 27. 

Channing E. Sweitzer, managing di- 
rector of the National Retail Dry 
Goods Association, read a very thor- 
ough paper on the legislative problems 
before us, which is so general in char- 
acter that it deserves a separate story 
in a future issue, having no immediate 
bearing on either fashion or price. 

The next speaker was Ira A. Hirsch- 
mann, vice-president of Saks Fifth 
Avenue, speaking on the subject: “The 
Twins of Shoe Promotion” said: 

“Merchants always come to me and 
ask if I can give them some secret or 
magic formula to improve their busi- 
ness, They say: ‘You, with your experi- 
ence in promotion, advertising and 
merchandising ought to be able to put 
me on the right track and just give 
me an idea.’ 

“J wish I could give you, today, some 
magic formula to improve your busi- 
ness. But like all advice, unfortunate- 
ly, of which there is too plentious a 
supply, it wouldn’t mean very much. 

“Advertising promotion can only be, 
at best, a plus quality. It can serve as 
a background or a momentum but it 
can never subsitute for the thing itself. 

“It may sound very trite and not 
very illuminating but the basis of good 
shoe advertising is a good shoe depart- 
ment in the first place. What consti- 
tutes a good shoe denartment? I would 
define it as one which understands the 
needs of its customers in terms of satis- 
fying them, day in and day out, with a 
good fit and style. 

“Some years ago, in my own naive 
search for the right formula which 
would solve many problems in adver- 
tising, I sent out a questionnaire to 
some ten thousand women in New 








CHANNING E. SWEITZER 
Managing Director, National Re- 
tail Dry Goods Association, who 

surveyed legislative situation. 


York, with a view to seeking their 
answers to some of our problems and 
getting a cross-section of information. 
One of the questions was: ‘What is 
your principle reaction after a day of 
shopping?’ My hope here was to find 
out if they prefer one store to another. 
If they prefer one department, etc., to 
another. Amazingly enough, the one 
answer that ran uniformly was: ‘My 
feet hurt.’ 

“Now, the collective American wom- 
an’s foot still hurts. Within the frame- 
work of a constant deluge of new styles 
which are presented to her by the 
trade, she is still trying to find one 
that gives her the necessary solace of 
comfort with style, and she rarely gets 
it. I am not referring to the orthopedic 
shoe or one that stresses the comfort 
angle. I simply say that manufac- 
turers and retailers fail first to under- 
stand what women are thinking about 
and what they want. They want their 
feet to stop hurting. This may not 
sound very attractive or charming but 
it is a fact and I have often wondered 
why manufacturers and retailers were 
not able to start from that premise. 
In their desperate search to create new 
styles, the manufacturers are in dan- 
ger of forgetting two things. One is 
the need for comfort and sécond the 
need for quality. This is doubly dan- 
gerous in that the average retailer is 
pretty much in the hands of the manu- 
facturer. 

“A good shoe idea is built from the 

[TURN TO PAGE 57, PLEASE] 
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The Fitting Forum 
[CONTINUED FROM PAGE 23] 


our shoes made to our own specifica- 
tions. All of the bowling shoes made, 
outside of our shoes, are made without 
steel shanks, there may be one or two 
exceptions in a couple of high grade 
lines. 

SALESMAN: The customer wears a 
size ten and would be fitted to a size 
ten bowling shoe, in a low or high shoe. 

CUSTOMER: What would I wear in 
a boxing shoe? 

SALESMAN: An 8%. 

COMMENTATOR: How about run- 
ning shoes? 

SALESMAN: We don’t deal in run- 
ning or jumping shoes or baseball or 
football shoes—nothing with cleats in. 

CUSTOMER: What price are these 
boxing shoes? 

SALESMAN: For preliminary box- 
ers from three dollars up, whereas the 
champion pays for his shoes about 
seven dollars. 

COMMENTATOR: A merchant in 
the audience tells us he lives in a town 
that is opening up its first bowling 
pavilion, and he has already got a 
point from your technique of selling 
Mr. Metz that is going to shorten his 
stock fifty per cent. He is going to 
have them all low tops, not high tops. 

SALESMAN: We don’t like to 
boost our bowling shoes too strong. 
We sell them all over the United 
States. But if there is anything we 
can do to help any merchant anywhere, 
we are happy to do it. 

. . . Puts boxing shoe on customer. 

Here is the fit of this shoe. Mr. 
Hack, will you come up and see how 
this boxing shoe fits, with no shank 
in it? 

MR. HACK: I would say that for 
a boxing shoe it is an excellent fit. A 
boxer must have his feet fairly well 
bandaged in order to be light on his 
feet, and Mr. Metz here did a mar- 
velous job—as good a job, perhaps, as 
I could do! 

MR. METZ: This gentleman wears 
a size 10 shoe and this is an 8% box- 
ing shoe. It fits him perfectly—length 
and everything. 

COMMENTATOR: The purpose of 
an example like this isn’t so much to 
show the actual technique of the sale 
but to show you what opportunities 
there are in towns for the sale of dif- 
ferent types of shoes so that you can 
increase traffic of customers to your 
store. There is a great diversity of 
types of shoes that can be sold by the 
merchant who plays a living part in 
his own community and in the sports 
life of that community. In closing, 
may I ask Mr. Metz, are you active 
in the Chicago sports world? 

MR. METZ: I am one of the judges 
on the Boxing Commission. 








Novel use of painted poles 

and curved display stands 

accounts for the original- 

ity of the attractive win- 

dow by Franklin Simon, 

New York, illustrated at 
the right. 


S HOE retailers are generally credited with spending 
more money on their window displays than most other 
classes of retail merchants; generally speaking, we 
believe, the money is well spent and shoe windows 
present a more attractive appearance than those of 
most other lines of retail trade. The fact remains, 
however, that there is a wide variation between them 
and a careful study of the shoe windows of any com- 
munity, large or small, would probably show that the 
majority would hardly be entitled to more than an 
average rating, with the really outstanding displays 
confined to a rather small number of stores. 

The most common cause for criticism of the shoe 
windows in most communities would unquestionably 


An artistic showing of 
patent leather shoes 
and accessories . 
Altman Co., New York, 
using gown fabric and 
hosiery for color inter- 
est and to heighten the 
fashion appeal of the 
display. 
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PUT FRESH IDEAS IN 


be a tendency toward sameness of treatment, which 
makes many of these displays appear dull, routine 
and uninteresting. It isn’t in the least surprising that 
this is true, for it’s no easy matter to create originality 
and freshness when one has to deal continuously with 
objects like shoes, which, regardless of seasonal 
changes in colors, patterns and materials, nevertheless 
are always of the same general size and contour. To 
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SPRING 
WINDOWS 


What the Shoe Business Needs at 


This Season Is the Stimulus of New- 
ness, Not Only in Merchandise But 


in the Manner of Its Presentation. 


bring out the details of their ‘appearance, display men 
resort to much the same methods of arranging their 
windows, with the result that many of these displays 
have a conventional appearance that tends to make 
them monotonous and uninteresting. 

What this country needs, therefore, in the retail 
shoe business is an infusion of new ideas that will 
impart originality and freshness to shoe windows. 
That’s true especially in the Spring season, when the 
minds and thoughts of people are tuned to the idea 
of change, when nature is putting forth its new colors 
and everyone is eagerly yearning for a change of 























Novel and unusual dis- 
play fixtures attract atten- 
tion to this Lord & Taylor 
display, besides adding an 
artistic touch of color to 
the window. 








scene, for new apparel, new interests and experiences. 
This is’the time of year when men and women respond 
to fresh impulses and react to new sensations. They 
are interested in the new shoes you have to show them, 
but their interest will be much greater if you present 
[TURN TO PAGE 53, PLEASE] 


Circular display stands 
bedecked with gar- 
denias gave Spring 
atmosphere to this ap- 
pealing display of blue 
footwear by Arnold 
Constable, Fifth Ave- 
nue, New York 
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T. W. GARDINER COMPANY - LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 





turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 

Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England avu- 
thentic service at all times. 


Ww 


THE LAST WORD 


UNITED 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


























BOOT AND SHOE RECORDER, April 10, 1937 Page 39 


— 
SF, 








REGIONAL JS SERVICE 


N [aM 


The individual and collective experience ana 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N.Y 

v. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. $T. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS. CO. 


BROCKTON, MASS. MILWAUKEE, WIS. 
stewart a potrenco. THE LAST WORD ywireptasrco., tro. 


BROOKLYN, N. Y. U N } T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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COMMON SENSE 


Just as no two per- 
sons are alike—no 
Iwo feel are alike 
Common sense tells us 
thal a rigid non-ad- 
justable arch support 
can not fit all feet. 
Assure your custom- 
ers comfort with an 
instantly adjustable 
all leather support 
that conforms to the 


requirements of the 
individual foot — ive 
this assurance with 
WIZARD ALL LEATHER 
ADJUSTABLE ARCH 
BUILDERS 


WIZARD 
COMPANY 


ST. LOUIS, MO. 
WALSALL, ENG. 


Canadian Distributors: 
Canadian Specialties, Ltd. 


49 Sanford Avenue, So. . 


Hamilton, Ont. 








- 
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X-Ray Fitting Increased Sales 


HIOW do you meet competition in a town which 
sprouts a shoe store on almost every corner? 

Baynham’s Shoe Co., ‘Lexington, Ky., has found that 
X-ray shoe fitting has proved an important factor in 
increasing trade, with a minimum expenditure for 
upkeep. All guesswork in fitting shoes is removed by 
this method, and the machine requires little effort for 
operation. 

At first the X-ray was regarded as something in the 
nature of an experiment at Baynham’s but since they 
had assumed the responsibility of testing it out 
thoroughly, the firm decided to give it a thorough 
and careful study in an effort to prove its possibilities. 
An increase in trade gradually became evident and 
now that the novelty of this method of fitting has worn 
off, its good points are becoming more apparent in 
the steady stream of customers who return for further 
trade. The store now regards the X-ray as one of the 
essentials of successful shoe selling, and customers feel 
that they can depart with the assurance that they have 
received an excellent fit. 

Due to the use of the X-ray, there is no longer any 
need for guesswork in fitting shoes, and all uncer- 
tainty of fit is thereby eliminated. Customers no longer 
have any cause to complain of tight shoes or cramped 
toes, and particular patrons or those with foot ills are 
most favorably impressed when their shoes are fitted 
in this manner. Mothers who realize that correctly 
fitted shoes are essential to the proper growth of the 
child’s feet are specially pleased with the X-ray ser- 
vice, which enables them to obtain well-fitted shoes 
for the growing feet of their youngsters. Through the 
metal observation shafts the mother, the operator and 
the child himself can view the feet, thus leaving no 
doubt as to the fit. 

The X-ray machine requires little effort for opera- 
tion, seldom needs repair and does not require an 
expert for operation, as it is only necessary to switch 
on the current. The operator is merely instructed to 
leave the current on not longer than 30 seconds, to 
prevent burning out the bulb. 

Records of sales in the Baynham store prove that 
the X-ray is a big asset in improving shoe salesman- 
ship and that it holds a great attraction for customers. 





Hollywood Footnotes 


[CONTINUED FROM PAGE 30] 


and Director Gordon Wiles inquired if the actor dis- 
covered a footwear fountain of youth. It was then 
that Jimmy disclosed that his shoes worn in the pic- 
ture are really the “original suedes” which he considers 
extremely lucky. He is so superstitious about them 
that he wears duplicate pairs except when acting, in 
order to keep them from wearing out. 
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DAINTY MAID presents a 
TRIO OF PROVEN VOLUME 
SELLERS FOR SUMMER WEAR 


1) they are finely made in Brooklyn 
2) they are in the peak of fashion everywhere 


3) they are in great demand wherever 
white is worn 


Retailing from $1.95 to $2.45 





FROM LEFT TO RIGHT: 


The Sportane 


This novelty shoe became a staple overnight. 
Shoe retailers re-order the Sportana season after 
season. You can always count on the Sportana 
to bring a sure, steady business. 


White Elk and Nubuck. 
The Vera 


It's one of our newer numbers. The smart high- 
riding vamp, the intricate open work—from heel 
to toe—makes the Vera a p vee you can proudly 
present. 


This summer trio meets every Patent, Elk, Nubuck, White and Colors. 


woman’s white demands. And 
every shoe man’s profit demands. The * Wally 





We introduced the Wally last November for 
early Southern wear. It has since become a 


On Display at Marbridge fashion favorite everywhere. An interesting ox- 
Ke ford type tie that will be just as popular with 
Building , OF Send for women this summer as it is with the retailers who 
Sal are ordering now. 
past tee Patent, Elk, Nubuck, White and Colors. 


EASTERN FOOTWEAR CORPORATION 


formerly DAINTY MAID SLIPPERS, Inc. 
68 THIRTY-FOURTH STREET 


BROOKLYN, NEW YORK 
* Copyrighted 
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Women’s fancies turn to shoes, to graceful, 
lightsome shoes... shoes of Kid. Surpass 
GLAZED Kid or SUEDE. Kid helps. turn 
_ these fancies into sales. For footwear of 
Surpass Kid has a distinction that appeals to 
women. In popular colors, style-wise shades 
of Blue and Brown as well as Black, Surpass 
offers its Kid in Suede for édutside stock tie, Pia 
s+ Glazed in both outside stock and linings. == 





Executive Offices in Philadelphia Lactijes Pigters 
ae Philadelphia and Gloversville, Branch == 
ue Offices in New York, Boston, Cincinnati, 
| s London, Paris, Basel, Milan, Sao Paulo, 
gee : 2 Melbourne and « ther Foreign Citie: 


fi ogo ctales ea ‘ SH RRS ee Mee a eee 
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NATIONAL NEWS 





SHOE BUYERS’ DAY EVERY MONTH 





Success of Chicago Shoe Travelers Plan Prompts Association 
to Make It a Regular Feature 


CHICAGO, ILL.—So successful have 
been the first two buying days spon- 
sored by the Shoe Travelers’ Associa- 
tion of Chicago that it will now be a 
monthly affair. Twenty-eight lines 
were shown at the February Buyers’ 
Day on March 29 and retailers from 
throughout Chicago and towns within 
a radius of 100 miles in Illinois, Wis- 
consin, Michigan, and Indiana at- 
tended. 

The plan was originated by the 
association on the theory that retail- 
ers prefer to see the lines on display 
in regular sample rooms rather than 
buying from grips and suitcases in 
their stores. It also gives them a 
chance to view all the lines and to 
obtain definite information for them- 
selves as to style and color trends. 
The event is sponsored by the Shoe 
Travelers’ Association in cooperation 
with the Hotel Morrison, which does 
the circularizing and promoting. The 
event will be the last Monday of every 
month. 

Buyers indicated by their purchases 
and exhibitors by their displays that 
white will be a huge seller within a 
month or six weeks. If the weather is 
right, some retailers stated, the buy- 
ing will start even earlier. They are 
expecting a radical swing from gabar- 
dines and dark colors to the whites. 
Whites shown were all in perforated 
and high styles and sold nearly 80 per 
cent better than any other general 
line. Some retailers were of the opin- 
ion that the stock may run danger- 
ously low early in the season. 

Lines displayed at the above exhibi- 
tion were by the Collingwood Shoe 
Company, Plaut-Butler Shoe Company, 
Superior Shoe Company, Franzen Slip- 
per Company, Restful Footwear Com- 
pany, A. Sandler Shoe Company, Owen 
Edward Shoe Company, Pacific Shoe 
Company, Manning-Gibbs Shoe Com- 
pany, M. J. Sax Shoe Company, Belle 





DATES TO REMEMBER 


Monthly Shoe Buyers’ Days Conducted 

by Chicago Shoe Travelers Associa- 

tion, Hotel Morrison, Chicago, III. 
April 26, 27, 1937 


Fall Showing Shoe Fashion Guild of 
America,-Inc., Hotel Biltmore, New 
York May 3, 4, 5, 1937 


Boston Shoe Fair, New England Shoe 
and Leather Association, Hotel Stat- 
ler, Boston, Mass...... June 1, 2, 3, 1937 


Pacific Northwest Shoe Retailers, An- 
nual Convention, Hotel Davenport, 
Spokane, Wash. 

May 30, 31, June 1, 2, 1937 


Ohio Shoe Retailers’ Association An- 
nual Midwest Shoe Fair, Hotel 
Netherland Plaza, Cincinnati, Ohio 

June 6, 7, 8, 1937 


California Shoe Retailers Annual Con- 
vention, Hotel St. Francis, San Fran- 
cisco, Calif......... June 14, 15, 16, 1937 


Illinois Shoe Retailers and Travelers 
Annual Convention, Pere Marquette 
Hotel, Peoria, Ill...June 20, 21, 22, 1937 


Pennsylvania Shoe Travelers Associa- 
tion Annual Tri-State Shoe Mart, 
William Penn Hotel, Pittsburgh, 
ME ces ecne sues e’ July 18, 19, 20, 1937 





Meade Shoe Company, Lloyd Shoe 
Company, Saxe Brothers Shoe Com- 
pany, United Shoe Manufacturing 
Company, Rogers Brothers, Chester 
Yard Shoe Company, Ideal Shoe Manu- 
facturing Company, Wohl Shoe Com- 
pany, Williams Shoe Mfg. Company, 
H. C. Godman Shoe Company, Star 
Shoe Mfg. Company, Diamond Shoe 
Company, Weilans Shoe Company, Bel- 
lair Shoe Company, St. Louis Novelty 
Shoe Company, and Groves Shoe 
Company. 


Sales Expert to Speak 
at Shoe Club’s Dinner 


New YorK—“Business is the great- 
est show on Earth.” This is the con- 
tention of M. Zenn Kaufman, recog- 
nized as one of the outstanding au- 
thorities on showmanship in business. 
He is the author of “How to Run 
Better Sales Contests” and “Showman- 
ship in Business.” He has promised 
to speak at the Shoe Club’s monthly 
dinner meeting Tuesday night April 13. 

Mr. Kaufman has been cited by 
Reader’s Digest and Dale Carnegie as 
the “tops” in sales promotion lines. 
His aim in this talk, which will be 
given to an assemblage of shoe and 
leather executives in the metropolitan 
area, is to exhibit the many ways that 
good, old-fashioned Barnum and Bailey 
tactics may be used in these respec- 
tive industries profitably. 

A banner turn-out is expected to 
hear Mr. Kaufman talk and the Shoe 
Club is expanding their facilities to 
accommodate them. Dinner is at 7 
p. m. in the Green Room of the Ho- 
tel McAlpin. 


Ballou Returns to Business 


PROVIDENCE, R. I.—Harold Ballou, 
F. E. Ballou Co., has returned to 
business following a 15 weeks’ illness. 
Mr. Ballou was taken ill around Christ- 
mas time, and has been confined to his 
home until recently. Mr. Ballou’s bus- 
iness responsibilities are strenuous, a 
factor which contributed chiefly to his 
poor health. 

During the period of his ill health, 
Mrs. Ballou was operated upon at a 
local hospital. She is now well on the 
road to recovery, although both must 
guard their health for some time to 
come. 


George J. Marott Ill 


INDIANAPOLIS, IND.—George J. Marott 
returned from Hot Springs, Ark., Fri- 
day. On his return trip he contracted 
a severe cold, resulting in a severe case 
of influenza and has been confined to his 
apartment in the Marott Hotel under a 
doctor’s care. 
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Boot and Shoe Recorder on the Road 


These two members of the Boot and Shoe Recorder Field Staff with their families 
have solved the problem of transportation and a home by bringing their home with 
them in their many miles of field coverage each year. 


Here in Florence, Alabama, are two 
units of the Boot & SHOE RECORDER 
Field Staff, Mr. and Mrs. W. A. Mc- 
Keag, Bill, Jr., and Mary and Mr. and 
Mrs. W. C. Pinch and Boscoe. These 
members of our staff have solved the dif- 
ficulty in every traveling man’s life— 
and the Recorder representatives travel 
upwards of 40,000 miles a year. In this 
way they are always at home and always 
on the job, a satisfying condition for the 
Mrs., for themselves and for the sales 
manager. 

To escape the rigor of Minnesota and 
Iowa winters the McKeags paid a “work- 
ing visit” on the Pinches who “cover 
the south” for the Boor & SHOE RE- 


CORDER and next July and August will 
probably find the two “teams” united 
again in Iowa, Minnesota or the Dako- 
tas, the McKeag home territory. 

Coming down to the Mississippi Val- 
ley at the start of the recent flood, our 
representatives had experiences which, 
as they say, they will never forget. For 
a time it was a problem as to whether 
the trailers would be swapped for boats 
but from the picture it seems as if they 
all came through in fine shape. 

Just how many shoe store miles our 
staff covers is anybody’s guess, but this 
much we know, that there is hardly a 
village or hamlet in Georgia, Florida, 
Alabama, and Mississippi that has not 
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seen these two up and coming Recorder 
representatives during the past four 
months. 

All this, by the way, is a sample of 
the ends to which the Boot & SHOE Re- 
CORDER goes to give its readers, and its 
advertisers as well, a coverage of news 
and the markets and first-hand in- 
formation on conditions generally in the 
shoe trade. 

Other members of the RECORDER staff, 
doing an equally thorough job and mak- 
ing an equally intensive study of con- 
ditions are: L. A. Demuth, New Eng- 
land; L. Mintzer, Metropolitan New 
York; L. R. Marcus, New York and New 
Jersey; S. Simon, Kentucky, Tennessee 
and Pennsylvania; M. Marks, Virginia, 
West Virginia, North and South Caro- 
lina; L. H. Abrams, Ohio; J. Gottlieb, 
Michigan, Indiana; A. Holmes, Wiscon- 
sin, Illinois; S. L. Feiss, Kansas, Okla- 
homa, Texas; J. A. Watson, Pacific 
Coast. 


Buys Douglas Shoe Store 


Los ANGELES, CALIF.—Irving King 
has purchased the Douglas Shoe Store 
at 544 South Broadway, from the 
former owners and has installed Lee 
Becker as manager. The store will 
be known as King’s Douglas Shoe 
Store. This is the first of an extensive 
group of men’s and boys’ exclusive 
shoe stores to be operated in Southern 
California by Mr. King. Other outlets 
will follow in a very short time in Los 
Angeles and nearby cities. Before 
joining this organization, Mr. Becker 
was with Regal, Hanover and other 
shoe stores in New England for a 
number of years. 


U.S.M.C. Adds to Factories 


BEVERLY, Mass.—The United Shoe 
Machinery Corp. has let contracts for 
the construction of two wings, as addi- 
tions to its factories in Beverly, the 
wings each to be 50 x 200 feet, four 
stories high, and of steel and concrete. 
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News Picture Advertising 
Brings Results 


DENVER, CoLo.—News picture adver- 
tising of a truly unique type is bring- 
ing excellent results for the shoe de- 
partment of the Joslin Dry Goods Co., 
here. Posed action pictures showing 
shoes being worn by living models in 
natural settings are being run periodi- 
cally on the picture page of a Denver 
newspaper. Joslin’s has a_ contract 
with the paper for publication of one 
advertising picture of this type per 
day and the coverage is rotated be- 
tween various departments handling 
merchandise suitable for this type of 
illustration. The space rate is a special 
contract rate and a reasonable one for 
coverage of this type. 

Each picture carries a_ cleverly 
worded headline caption at the top, 
and below, a longer explanatory cap- 
tion describing the merchandise briefly 
and pricing it. The Joslin pictures al- 
ways appear in the same conspicuous 
corner of the picture page, right along 
with interest-creating news views from 
all parts of the world. Joslin’s is the 
only store in Denver having space on 
this page. 

A recent advertisement featuring the 
children’s shoe department illustrates 
the type of material used. It showed 
a tot and a slightly older girl and a 
woman shoe clerk. The smaller young- 
ster was standing in the background 
holding a shoe in her hand. The older 
girl was seated in the shoe department, 
being fitted. The headline caption read: 
“If the Shoe Fits.” The explanatory 
one read: “It is typical of shoes from 
Joslin’s Shoe Department where clerks 
are trained to correctly fit the grow- 
ing, active feet of children. Eugenia 
Mae Zito gives sage advice to Shirley 
Fitpold, who is buying new Easter 
shoes at Joslin’s,” 

“A large number of comments indi- 
cate that we are getting immediate as 
well as collective results,” says J. R. 
Scott, assistant buyer in the shoe de- 
partment. “Pictures are creating more 
interest today than ever before, as 
evidenced by the development of pic- 
ture magazines and newspaper picture 
pages. So it is certain that this type 
of advertising has exceptional atten- 
tion value.” 
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Eric Grain gives to 
Men’s and Women’s 
Sport And Street 
Footwear... That 
Eye Appeal. . . which 
makes selling easier 
Sample Pads on Request 
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Other officers remain the same. Fred- D k T Ih () ll T 
erick F. Fisher is vice-president and 


Irving L. Woolf, secretary. 

Mr. Woolf, who had for some time * * 
been located at the company’s store in 
Worcester, is now at the Providence * * 
store. Dr. Edward H. Doyle and Frank * * 
H. Hackett are in charge of the * * * 


Worcester store. 

















Takes Father’s Office 


PROVIDENCE, R. I.—Following the 
death several months ago of Charles 
T. Heilborn, Sr., president of the 
Charles T. Heilborn Co., retailers of 
Dr. Locke shoes, Charles T. Heilborn, 
Jr., has been made president. 
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T Niigley the HEEL ‘ov 


... especially when it's an important 
feature of the shoe as in this 
style by Bona Allen Inc. 





WIRE SCREEN 
. Pat. No. 1,998,988 





A man will buy new shoes when they look 
and feel good. He will come back to you 
again if they give good wear. In the impor- 
tant matter of heels, all three factors are 
assured—when you sell Panco Sta-Tites—the 
revolutionary heel that wears twice as long as 
ordinary rubber heels. 


PANTHER PANCO CO. 


CHELSEA, MASS. 
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Trade Literature 


Catalog in Natural Colors 


BALTIMORE, Mp.—Every year, as 
plans are made for a new catalog, 
executives of D. Myers and Sons, Inc., 


‘look back on their book of the year 


before and try to make the coming one 
more lavish. 

During the past several years the 
design and execution of these pieces 
have set a pace which was difficult to 
surpass. 

But with the mailing of the 1937 
Spring-Summer catalog, D. Myers and 
Sons, Inc., feel that they have reached 
a new “high” which, in the future will 
be hard to top. This year’s book car- 
ries an insert in which certain “lead- 
ers” appear reproduced in full color. 
Moreover, these shoes are not drawn, 
but are photographed in their natural 
colors, 

The catalog itself is printed in two 
colors, with a design and _ general 
make-up which is not only attractive 
but likewise easy on the reader. 





Spring Sales Show 
Good Increase 


PROVIDENCE, R. I.—That business in 
this area is considerably better than 
last year is evidenced by the report of 
William R. Briggs, manager of the 
shoe business at Shepard’s, where sales 
of women’s shoes to date during this 
year have been about 40 per cent ahead 
of the same period for 1936. 

While figures on the Easter trade 
are not completed, Mr. Briggs believes 
that this year’s business, despite his 
early arrival, will be very close to the 
1936 Easter period. 

Mr. Briggs reports blues have. sold 
better than anticipated, that patent 
trimmings have gone very well, and 
that toeless styles have been popular. 


Patent Combinations 


Selling Good 


CHICAGO, ILL.—Black and white com- 
binations in patent leather have been 
among the leading sellers this Spring at 
the Foster Shoe Company, C. A. Burg- 
stahler announces. The first to bring 
out this particular combination and 
the only shop in Chicago using it as a 
Spring promotion, Mr. Burgstahler 
states the response has been amazing. 
Women seeking a variation from the 
high colors or dark gabardines were 
quick to adopt the patents because 
they are bright and different, he states. 
March was one of the best months on 
record and business was far in excess 
of last year. Black and blue gabardine 
and high colors have also been good 
sellers. Mr. Burgstahler recently re- 
turned from Rochester, N. Y., where 
he was planning the Fall line of shoes. 
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Spring Selling 
Largest in Years 


Des MOoINES, IowA—Cloudy skies 
and cold winds failed to daunt the 
Spring hopes of Iowa’s shoe custom- 
ers, for shoe dealers throughout Des 
Moines report the largest Easter 
selling of shoes for years. The entire 
week preceding Easter Sunday found 
people from the small towns through- 
out the state as well as from Des 
Moines coming to the city and buying 
of the higher priced merchandise. The 
closing of the public schools for Spring 
vacation three days early augmented 
the children’s shoe business. 

For style merchandise, all merchants 
reported gabardine in the blue and the 
black far ahead of everything else in 
demand. Beige held unexpected prom- 
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Satisfactory Men’s Trade 


Los ANGELES, CALIF. — With the 
browns showing a twenty per cent in- 
crease over last year and the interest 
in the better grades so greatly im- 
proved, the men’s shoe department in 
The May Co. store is making some 
very satisfactory sales records. Pair- 
age sales for the first three months of 
the year are way ahead of previous 
years. Action in sports and whites has 
not yet set in. Early selling to the 
resort trade indicates a very healthy 
interest in all types of sports shoes 
for the Spring and Summer, reports 
A. Bender, buyer in the men’s shoe 
department. 
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There IS a Difference 
In Sole Leathers— As in Rods 


One rod is not just as good as another. The wise fisherman selects that which 
affords the best balance of strength and flexibility for flying his line. It must re- 


Wise shoe buyers desire soles that flex to foot-action. U.S. Leather provides soles 
of proper flexibility and wear. 


The UNITED STATES LEATHER COMPANY 


27 Spruce Street, New York, N. Y. 


brighter colors for the brighter cos- 
tume effects. 

Several retailers reported that pat- 
ent leather showed itself definitely in 
the Iowa Spring picture, with many 
customers indicating their plans to in- 
clude patents in their late Spring 
costumes. 





























Yes... smooth’s the word for Cinderella 
Kid Polish White. It cleans white kid 
instantly and polishes to a satiny lustre. 
The whitest white you have ever seen, 


it won't turn yellow. 


(inderellt 


KID POLISH 
WHITE 


Restores the surface . . . preserves and 
renews the life of the kid, keeping it 
soft and supple. A 50¢ item which has 


been a best seller for many years. 


Everett & Barron Co. 


Providence, R. |., Toronto, Canada 
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Turning a Dull Period Into 


Profitable Promotion 


TURNING a usual dull six weeks’ period into a real 
money-making, customer-building event has been 
achieved by the Schultz Brownbuilt Shoe Store in 
Riverside, Calif. 

According to R. P. Schultz, there is no need for the 
smaller city family shoe store to sit idly by during 
the period from New Year’s until the Spring selling © 
season starts in earnest along about Feb. 15, then from 
July 5 until Aug. 15, when Fall shoes start to sell. 

Active Winter shoe selling slows down after the 
Christmas holidays. Most stores try to stimulate busi- 


ness during this time by endeavoring to clean up their 
odd lots in sales. Schultz has tried out the method of 


having a short clean-up sale, then swinging into a 
Foot Health and Foot Comfort promotion. Some of the 
windows are given over to clean-up merchandise dur- 
ing this time, but the real newspaper and window mes- 
sages center around the theme of footwear comfort. 


Value of Window Publicity 


Strong publicity in the windows, built around cor- 
rectly fitted shoes and corrective footwear during each 
of these six weeks’ periods brings in’ many new cus- 
tomers, Schultz believes. He feels that a strong promo- 
tion, in which all the publicity angles are worked, will 
make such a lasting impression on the trade that it 
will carry through until the next concentrated effort 
is made six months later. Of course, the corrective shoe 
and correct fitting messages are given an occasional 
spot light in the course of the year, so that the trade 
will not entirely forget that the store has this type 
of goods. 

A complete run of all sizes and types must be on 
hand every day in the year, particularly when the in- 
between season promotions are on. This is good busi- 
ness, even if a store does not care to pay special atten- 
tion to the correct fitting angle, Mr. Schultz finds. 
During sale times, a family shoe store must do all it 
can to clean out the past season’s lines which will not 
be rebought. The stock is more or less shot full of 
holes. Having several staples completely sized up at 
all times is just business common sense, for a great 
many sales can be saved through having sizes to sell. 

No sale can be profitably conducted for more than 
three days, or possibly for a whole week. Right after 
a sale comes a lull, and then is the proper time to 
launch the correct fitting program. Such a promotion 
will help a store to run its business at a profit and to 
make permanent customers. Usually new trade at- 
tracted to the store by a campaign of this sort will 
stick, provided the customers are given the shoes and 
the service which they are led by the advertising to 
believe a major part of the store’s policy. 
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People of Fashion 
versus 
Fall Footwear 


[CONTINUED FROM PAGE 2]] 


like line the leading silhouette, but at the same time 
important revival of low-cut pump lines, particularly 
in dressy shoes. 

High patterns include high-cut oxfords with new 
top lines, gored shoes, crossed and multiple strap 
effects, and exaggerated tongue shoes. Some possibility 
of revival classic narrow one strap. 

Monk types important still in casual shoes, but 
largely confined to that classification. For, evening, 
laced and bandage straps the style thought. 

Small open toes for early Fall and afternoon and 
evening shoes. Open backs expected to continue in 
evening shoes, but not for street. 

Sports shoes a type that definitely need new out- 
lines to give them new appeal. Fewer classic tip and 
fox patterns. Striking silhouettes and simple “hand- 
craft” details should be featured. 

The boot a possibility for sports wear and effects 
outlines of high cut street shoes, although not recom- 
mended that street shoes should be cut above the 
ankle bone. The raised back with its tab—that treat- 
ment suggests the old Congress gaiter featured as 
novelty pattern detail of limited appeal. 

Last Testimony—The straight back last and the 
square baek last (in combination with the square toe) 
stressed as the two outstanding new notes. Walled 
lasts to be continued to limited degree in sports shoes 
and still important in street shoes with a few top grade 
firms. Tendency to higher heels in high style and 
novelty types of shoes to continue. Faceted and other 
novelty shapes in heels mentioned. All these novelties, 
however, unimportant in comparison with rounded, 
normal lasts for volume selling. 

Fashion Influence Tendency—Retailers should 
keep eyes open to new developments springing from 
Paris Exposition in May. Also from Paris Mid-Season 
openings at that time. Can expect startling changes at 
that time. British and Scottish themes related to the 
new Queen will continue. Peasant influence continues 
in bright color touches and handcraft details. Persian 
themes stressed in Hollywood. Egyptian ideas in Paris. 
Pan-American ideas will be promoted in connection 
with Exposition in Texas featuring all the Central and 
South American countries. 


Don Burke Leases Buffalo Store 
BurraLo, N. Y.—D. J. Burke has leased the store at 


483 Main Street for the sale of women’s footwear, it 
was announced by Gurney, Overturf & Becker, Inc., 
realtors, who negotiated the lease. 








STRINGING cUSTOMERS ALONG 


Do you hand the bundie to the customer 
with hope — hope that string stays on ’til 
he rounds the corner? Then start using a 
National Package Sealer. Deliver pack- 
ages securely wrapped. 


Thousands of shoe retailers have solved 
their awkward package problem with 
National Package Sealer service. In opera- 
tion the sealer is as simple as it is efficient. 
Press the lever. Out comes the proper 
length of tape. Attached in a jiffy. Makes 
a natural package that stays wrapped. Clip 
the coupon below to find out more about the 
National Package Sealer. 


TAPAK — For the same reason food prod- 
ucts are put in sealed containcrs, Itstix Tape 
is packed in the patented Tapak container 
(orange color). Each coilisindividually pro. 
tected by moisture-proof paper. You receive 
and can keep it as fresh as the day it was 
made. . . . Yardage, weight and strength are 
guaranteed. Fresh Itstix Tape attractively 
printed is advertising at very small cost. 


Naor Pacraee SEER 


NASHUA PACKAGE SEALING (9. wasnua, w. ». 


(1 Send National Sealer on Trial. [7] Circular 


(] Representative 
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ADDRESS 





YOUR NAME 
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Children's Shoes 


6 6 Ee Or 


BOOT AND SHOE RECORDER, April 10, 


out. The smart retailer would do well 
to make constant notes regarding his 
customers’ wants and their possible 
price indications, he said. Thus, when 
he wants to create a special or put on 
a sale he can if possible offer the 
item, style, line, and merchandise that 
the. public, his customers, want. 

One of the biggest sellers during 
this special event was a child’s plain 
oxford placéd at a price so it could be 
offered as a special item. 





ae NAHM-O-PEDIC 


Children’s Welts 
Finest Quality 
Write for Information 
NAHM BROTHERS SHOE 
MFG LS 
Swanson & Ritner Sts., 
Philadelphia 
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Dancing Shoes and Taps 


LJ 
Pat. Tap Slippers 
IN STOCK 
822 
(MeKay) (Turn) 
BYe-1t $1.30 $1.65 C 
i%-2 1.85 1.75 B-C 
6 40 1.85 A-B-C 
822 C width only. 
ALSO LOWER GRADES 


SCHWARTZ & HERDER, INC., MFRS. 
70-72 N. 4th St. Philadelphia, Pa. 
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Men's Shoes 


hi eli elias echinacea chi i iain 


“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 











Successful Merchandising Idea 


Cuicaco, ILL.—Putting into effect 
the old merchandising proverb that the 
easiest way to sell merchandise is to 
find out first what the customer wants 
and then sell it to him, Butler Bros., 
large wholesaling house here, staged 
a special one-day selling event known 
as “Special Purchase Day,” March 29. 
In preparation for the event Chicago 
retailers and city salesmen were asked 
to name specific items they would like 
to see featured at prices of their own 
choosing. 

The fact that this was one of the 
biggest single sales days in history is 
proof that this is a theory that should 
be carried out in all branches of retail 
business, stated R. J. Thain, promo- 
tional manager. It is necessary to fit, 
so far as possible, the merchandise 
exploited during special events to the 
public’s pocketbook at the moment, 
keeping in mind that many people 
have little more to spend on their needs 
than they had a year ago, he pointed 


Coronation Motif in Shoes 


June Lang, 20th Century Fox player, wears 
a pair of blue kidskin shoes in which 
the Coronation theme was attractively 
developed by a famed London bootmaker. 





Adds New Department 


HARRISBURG, Pa.—A men’s clothing 
department has been opened in The 
London Boot Shop, 23 N. Third Street, 
under the personal management of 
George Simons, prominent stylist, and 
for more than seventeen years con- 
nected with local department stores in 
the retail of men’s clothing. Middi- 
shade, Garrick and London clothes will 
be featured. 

A special department has been in- 
stalled in the rear of the shoe depart- 
ment. Shoes and men’s clothing are 
displayed together in eye-catching win- 
dows and in the interior display coves. 

Fred Freedman, proprietor of the 
London Boot Shop, will continue to 
operate the shoe section, while Mr. 
Simons will conduct the clothing de- 
partment, which will be known as The 
London Clothes Shop. 


Gabardines Moving in 
Popular Prices 


Los ANGELES, CALIF.—G. C. Simon, 
California representative for the Golo 
Slipper Co., reports his first season 
with this company has been very suc- 
cessful. He is selling many gray and 
blue gabardines. For the first time, 
pumps are outselling the ties and ox- 
fords. 


1937 


LITTLE SHOES FOR 
YOUNG WALKERS 
Youngsters who have outgrown 
the shoes of babyhood, constitute 
the only replacement for those 
juvenile department customers who 
graduate: daily into adult sizes. 
Attract these new customers b 
offering Flexible Hard Soles (2-8 
carrying the name and Trade Mark 
so familiar to millions of mothers. 


MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 








540 
542 
New shoes for the youngsters! 

Spring and early summer in- 
variably brings greater shoe pur- 
chasing for the little fellows. The 
Elam line of pre-welts is ready 
for your spring selling. Why not 
write us today and learn just how 
this spring and coming summer 
can be more definitely profit- 
able for you. 


F. S$. ELAM SHOE CO. 


176 No. WATER ST. ROCHESTER, N. ¥ 
PRIBUL TORS 

NEW 1 
BOSI 

NEW 

LOS A 
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. . + To teach him to look inside 
the toe before he buys —and to in- 
sist upon a firm smoothness in the 
linings that will not break down dur- 


ing wear. 


. « « Celastic Box Toes turn the 
sales resistance of wrinkled toe lin- 
ings into the definite appeal of toe 
comfort by fusing those linings firmly 
— smoothly in place for the life of 


the shoe. 





. . . That's why more and more 


Celastic is going into men’s shoes. 











THE QUALITY 
BOX TOE 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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New Men’s Slipper Company 


CINCINNATI, OHIO— George Jacobs, 
formerly operator of the Queen City 
Shoe Company, is now manufacturing 
men’s slippers at 717 Sycamore Street, 
here. Mr. Jacobs has perfected a new 
pre-welt method of construction for 
men’s Romeo’s. He is well acquainted 
with the men’s slipper business, having 
been a part owner, until a few years 
ago, of the Big “K” Shoe Manufac- 
turing Company of this city. 

The firm will shortly make 200 pairs 
per day and is known as the J-B Shoe 
Company. 


Zolloto Opens New Store 


LYNN, Mass.—A new store was 
opened here on March 6, under the 
name of Daniels Bootery at 123a Mun- 
roe Street. 

Daniel Zolloto, formerly manager 
of the shoe department of Burrows & 
Sanborn, Lynn, is the owner of the 
new store and with his wide acquain- 
tance and broad experience is sure to 
make a fine success with his new enter- 
prise. . 





How can the retailer get the most out 
of national magazine advertisng? Geo. 
E. Keith Company answers that ques- 
tion at the beginning of each Spring 
and Fall season, by putting in the hands 
of Walk-Over retailers a “gift box” 
of complete tie-in material, including 
the 103-page “Advertising Plan Book” 
which coordinates all this material into 
separate promotional themes, gives in- 





Some of the material included in Walk-Over “Gift Box” which is supplied 
to retail merchants to help them “tie in” with national publicity. 


sertion dates for national advertising 
in Vogue, Harper’s Bazaar, Woman’s 
Home Companion, Esquire and Collier’s 
and serves as a guide for the accurate 
timing of window and local newspaper 
promotions. 

The Advertising Plan Book contains: 
52 layout and copy suggestions for men’s 
and women’s newspaper advertising; all 
art work necessary for these ads; win- 
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YOU'LL NEVER BE 
STYMIED 
if you specify 


; f 

because good sportsmen prefer a 

sports leather—especially if 
It is economical. 
RUFFIT is eminently popular be- 
cause it is aniline dyed with thor- 
ough color penetration—has a fine 
nap and soft feel—available in 20 
authentic colors as well as white— 
and is economical in price and 
cutting figures. 


SLATTERY 
BROS. 


TANNING COMPANY 
210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 


















































dow suggestions; 132 illustrations of 
available shoe mats; publicity stories 
ard other advertising helps. 

Tie-in advertising material supplied 
to Walk-Over dealers helps them convey 
to customers the thought that “We have 
the shoes you saw advertised in 
Esquire.” They supply that reader-to- 
dealer link that turns national adver- 
tising efforts into greater local profits. 

















Murray Bootery Modernized 


Los ANGELES, CALIF.—The Murray 
Bootery on Whittier Boulevard has 
just been refurnished and redecorated. 
Twenty-four new chrome chairs have 
been installed, as well as a new carpet. 
This store is owned by Murray Green- 
wood and is the only store in East Los 
Angeles specializing in women’s shoes. 
He is assisted by his two brothers, 
Nat and Al, in the operation of this 
store. Mr. Greenwood has recently re- 
turned from a trip to the eastern shoe 
markets where he has been studying 
the style merchandising trends. 


























Opens Second Store 


MILWAUKEE, WIs.—M. Branovan has 
opened his second shoe store in Mil- 
waukee, the latest being located at 
2125 W. North Avenue. The firm car- 
ries a complete line of men’s, women’s 
and children’s shoes including Flor- 
sheim, Tom Boy and Queen Quality 
shoes. 
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ra Smartly Styled Ghore Coat 


For Cool Comfort 





ENIURE THAT BUILDS AND 


t 
SE L| (us Mm HOLDS BUSINESS 


Working Hours 


“You've got something 
there 
smart-looking, easy-fit- 
ting, comfortably-cut store 
coats. In durable, long 
wearing fabrics. 


assortment of colors. 


coat illustrated. 





HOOVER 


" 


Guyled by HOOVER 


@ Makers of America’s finest store coats. Lightweight... 
cool... faultlessly tailored. All strain points properly 
reenforced. Note the new “Sportster” 


Write for Booklet “BSD” 
Illustrating Our Complete Assortment of Store Coats . 


251 West 19 Street 
New York, N.Y. 


.-men tell us of our 


my 
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$9.50 
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Here is a line that retails at the popular prices the pd 

mass of men like to pa Nu-Matic 
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comforts the normal foot. Ley at 

natural result. ae of men's and women's scientific 

patented Nu-Matics 


Nu-Matie Shoes are Union Made 
SALESMEN: CHOICE TERRITORIES OPEN 


for their shoes. 


repeat customers are a 


on request. Beware of imitations. 


Exelusively manufactured by Rohn Nu-Matic Shoe 
Mfg. Company, 512 W. Florida St., 


Milwaukee, Wis. 








visible to your customer’s eye; 
therefore, a helpful selling feature. 


Note the name on the arch-brace, 
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PUT FRESH IDEAS IN SPRING WINDOWS 


[CONTINUED FROM PAGE 37] 


your merchandise in ways that are 
novel and different. 

Because shoes themselves are so 
very similar in appearance, it follows 
that, originality in shoe displays must 
be attained, if it is to be attained at 
all, through novel arrangements, orig- 
inal use of display equipment or the 
introduction of backgrounds and dis- 
play units that are unusual and dif- 
ferent. This week we illustrate four 
very attractive New York shoe win- 
dows photographed just recently, which 
serve admirably to illustrate some of 
the ways in which this desirable ob- 
jective of originality and freshness is 
obtainable. In every case it has been 
attained, either through the use of 
display units that are distinctive and 
unusual or by a novel handling of 
units that are in more or less common 
use. While the effects obtained are 
beautiful and artistic, the elements in 
most cases are relatively simple and 
the same general type of displays 
should be within the reach of the 
greater number of successful shoe 
stores and shoe departments. 

The point to be emphasized is the 
fact that, by ingenuity and careful 


planning, it has been possible in these 
windows to create from the sort of 
display materials and with the same 
general types of merchandise that are 
available to the average store, window 
displays that by their originality and 
the arresting quality of eye appeal, 
will tend to attract the attention of 
people who would be inclined to pass 
the average shoe display without giv- 
ing it more than a moment’s notice. To 
attract attention is the first objective 
of every successful display and every 
well planned advertisement. Unless it 
is possible to command the attention 
of the people whom the window is 
meant to interest, it is practically 
hopeless to proceed to the other steps 
which lead up to sales. And selling 
shoes, of course, should be the prac- 
tical aim of every good shoe display. 


Color Is Keynote for Spring 


While the first two selling days fol- 
lowing Easter were cold and windy in 
New York, nevertheless they were sell- 
ing gardenias on the sidewalks of Fifth 
Avenue, a sure sign of Spring. By mid- 
week the temperature had risen to a 
more normal level and the stores and 


streets were thronged with shoppers, of 
whom many paused to inspect window 
displays of Spring shoes. Against back- 
grounds of pastel tints and amidst dec- 
orations of Spring flowers and other 
treatments in harmony with the season, 
women’s shoes of patent leather, kid- 
skin, suede, calf, gabardine and all the 
popular materials were shown in pro- 
fusion, with a number of the shops 
giving special emphasis on the red 
earth shades that hold such a promi- 
nent place in the promotional picture. 
Color, in fact, forms the keynote of 
current window decoration. Restrained 
on the avenue and riotous on 34th 
Street, where many of the popular- 
price stores are located, it is used in 
backgrounds and trim to give a new 
note to Spring windows and attract at- 
tention to the merchandise. Quite a 
number of shoe displays are based on 
color promotion, as, for example, the 
Carnelian and Red Earth shades here- 
tofore mentioned and also Navy Blue, 
which is one of the most popular of 

the prevailing colors. 
Even in men’s shoe displays one finds 
this new seasonal note of color empha- 
[TURN TO PAGE 54, PLEASE] 
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Plan for COMFORT 
in New York 


THousanps of guests have complimented 
us on the beautiful new rooms in Hotel 
McAlpin. They are spacious, immaculate, 
tastefully furnished. They were planned for 
complete comfort. Add to this the time-sav- 
ing location of the McAlpin, its fine food, 
its friendly service—and you have the main 
reasons why you should make this popular 
hotel your home in New York. 

JOHN J. WOELFLE, Manager 


Hotel © 





Buy THIS Book 


Quick Help for Shoe Retailers 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the k—all 
“rock bottom” facts. ... It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 
to his requirements... . 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all “meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keeping 
Advertising Ideas 
Prize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 
Employer-Employee. 1d 
mployer- 0: leas 
Ideas ‘That Make. 




























M-:Alpin 


Convenience 


B’WAY at 34th ST. 


Rooms with Bath from 
$6950 $4 00 $4 50 
oo. 





39 Chapters 
337 Pages 


New York $ 3:00 Hosiery Id 
. PAID 


2222 ideas, seven for a cent; one used 
more than pays for the book 


Please re- 
mit with 
order 























Put Fresh Ideas 
In Spring Windows 


[CONTINUED FROM PAGE 53] 







sized to a marked degree. Here tans 
} dominate the retail selling picture, far 
i outnumbering the black shoes, and pre- 
senting a great variety of shades and 
colors, from the saddle brown that was 
so popular a year ago to the newer 
reddish browns for which some retail- 
ers and manufacturers predict a consid- 
erable popularity this coming Summer. 












Children’s Shoe Promotion 






The week following Easter was an 
important week for children’s shoe pro- 
motion, notwithstanding the fact that 
juvenile footwear was featured so ex- 
tensively in retail ads and windows 
during the preceding fortnight. With 
most of the children home from school, 
this Spring vacation week afforded a 
splendid opportunity for mothers to 
stock up on shoes and apparel needed 
for the remainder of the year. Depart- 
ment stores especially were keen to 
sense this fact and juvenile depart- 
ments in the New York stores were 
thronged throughout the week. Stores 
made special bids in shoe windows and 
in advertising to reach the youngsters 
home from boarding school for their 
Easter vacations and to get them to 

























Ideas That Attracted Christmas C 
Ideas for Merchants Who Get Together 
Ideas to Attract Children 
Cash, Credit and Collection Ideas 
Anniversa: 
Spring an 

oting Contest Ideas 
Mailing List Ideas 
Dollar Day Ideas 
Mother’s 
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Stores More Attractive 
rowds 


Sale Ideas 
Summer Ideas 
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New York, N. Y. 





stock up while in town. For example, 
Best & Co. made a special play for 
business on girls’ saddle oxfords of the 
style so perennially popular with board- 
ing school girls. “A Girl’s Best Friend” 
was the caption of one of the ads that 
featured this shoe. “Good old saddle 
oxford,” the ad continued, “without 
which a school girl’s life is not com- 
plete. Because this is from Best’s, the 
arch-curve is proper for a foot still 
developing, the heels fits snugly, and 
there’s plenty of room through the toe. 
White or brown elk or buck finish 
leather, dark brown saddle.” Wana- 
maker’s also advertised “Back to School 
Shoes” and several of the other stores 
displayed them prominently. 


Few After Easter Sales 


There has been little inclination this 
.year, apparently, to indulge in “After 
Easter Clearances.” Rising costs of 
merchandise tend to preclude these mid- 
season sales, and with reduced prices 
out of the picture as a promotional 
argument, there is special need of more 
thoughtful attention to making win- 
dows and newspaper advertising more 
effective so that both these implements 
of publicity may contribute to the great- 
est possible degree in stimulating sales 
at retail in the in-between season be- 
tween Easter and the time when sport 
shoe selling opens in the northern sec- 
tion of the country. 








Stores Cooperate in 
Spring Opening 


BIRMINGHAM, ALA. — The leading 
shoe establishments opened the Spring 
buying season here with one of the 
biggest advertising promotions in re- 
cent years. An eight-page section of 
the Birmingham News’ Sunday edition 
featured not only advertisements but 
articles about the new Spring styles 
shown in stores around the town. 





Jerome P. Phelps 


FARMINGTON, N. H.—Funeral ser- 
vices were held here March 26 for 
Jerome P. Phelps, 83, who served for 
17 years as superintendent of the old 
E. G. and E. Wallace Shoe Co. factory 
in Rochester. | 

Since his retirement, he had made 
his home here with a daughter, Mrs. 
John Cole. Besides Mrs. Cole, sur- 
vivors include a son, Arthur C: Phelps 
of Springvale, Me., and two grandsons. 





New Shoe Department 


INDIANAPOLIS, IND.—H. P. Wasson & 
Co. have opened a popular priced shoe 
department in the basement of their 
new store. James Tyler is in charge 
of this new department. 
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ARTHUR W.HAHN PRODUCTS - 


NEW YORK 


PRESIDENT OF THE LOVUANGEL CORPORATION 


known theWORLD OVER for his CREATIONS 
Presents THIS Ultna-modérn CREATION for WHITE SHOES 
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Gadi Purchases 
Polish Company 


MEMPHIs, TENN.—Gadi, Inc., of this 
city, announces the purchase of the 
Tudor Company, of Buffalo, N. Y., 
manufacturers of paste polishes. The 
manufacturing and sales departments 
of the Tudor Company have been 
moved to the new factory of Gadi, Inc., 
at Memphis and shipments are going 
forward from Memphis. 

Gadi, Inc., states that the same in- 
tensive promotion and advertising that 
has been applied to Gadi products will 
be put in back of Tudor products and 
that the Gadi sales organization is 
selling the Tudor line along with other 
Gadi products. 

The identity of the Tudor line will 
be preserved and the Gadi policy of 
price maintenance will apply to all 
Tudor products. 


C. H. Keutz 


Detroit Representative 


DETROIT, MicH.—Charles F. Keutz, 
who has been with a Detroit shoe store 
for some time, has been appointed 
representative in Detroit for the 
Clapp’s Baby and Children’s Shoe 
Company. He has established head- 
quarters at 5233 Seebaldt Avenue. The 
territory was formerly covered by a 
brother of the head of the company. 


Shoe Showmanship Within the Store 


Baltimore, Md.—In the new shoe department at The Hub in this city, men’s shoes 
are displayed, open-face, for all customers to see, feel and appreciate. It is an open 
catalog of what the store carries and it stresses the importance of getting the mer- 
chandise out of the boxes and into the public eye. 

The displays are illuminated with neon tube lights and have the interesting psycho- 
logical. reaction of not only speeding up selling but giving the public a feeling that 
there is a variety of shoes and a diversity of patterns to select from. It’s a new note 
in men’s shoe selling. 
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SALESMAN WANTED 


FOR RENT 


BUSINESS OPPORTUNITY 








Stes. C wanted for East and Central 


F308, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N 


Texas. Complete stitchdown line. Infants’ 
men’s, may be corued as side line. Address 





SIDE ! line salesmen wanted by manufacturer 

Men’s Spats, liberal commission—easily 
on quickly presented. Address F-310, care 
Boot & Shoe Recorder, 209 South State St., 
Chicago, I). 





SALESMEN to sell Beach Sandals and Slip- 
pers to retailers. Commission basis. Address 
F-313, care Boot & Shoe Recorder, 239 West 


39th Street, New York, N. Y 





POSITION WANTED 








IGH Grade New York turn shoe f. 
turer will share well furnished Marbridge 
Bldg. show room—low rental. Prefer chil- 
dren’s or men’s slipper manufacturer. Address 
F-309, care Boot & Shoe — 239 West 
39th Street, New York, N. 





WANTED TO PURCHASE 








WE BUY 
Entire or reStrpius my reiensio si and | Retail 


Walk-Over: Florsheim, Enna-Jettick, i 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, 
IRVIN RUBIN 
“The House of Jobds’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 

















EXECUTIVE thoroughly experienced in Sell- 

ing, styling and "Has large fe of women’s 
shoes in any process. Has la’ ollowing with 
the best retailers, chain 7 rtment stores 
throughout the reas F3 urnish best of 
references. Address 302, scat Boot & Shoe 


a” na 239 West Street, New York, 





FOR SALE 





Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufaeturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 





RETAIL shoe store on busy thoroughfare in 
New York City. Between 5000 and 6000 
cash needed. Address F-311, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N. Y 





SHOE sample trays. 100 for 10 half pairs 


of men’s or ee - ome felt lined, light- 


weight, price for en- 
tire lot. “Wa. Weight, Medfield, Mass. r 





SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 





























FAMILY shoe store. Well established. At- 

lantic City. Will sacrifice for quick sale. 
Address F-315, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





LINE WANTED 


WANTED manufacturers line of men’s dress 
shoes for Metropolitan , A Aye a — 
men’s shees for 17 years. 

with volume oot & Shoe R by rs Address 
F-312, care Boot Recorder, 239 West 
39th Street, New York} te i 








XPERIENCED salesman with a thorough 

knowledge of men’s, women’s and children $ 
shoes both Make-up and In-stock. Ca: 
of handling large and small trade. Can furnish 
best of references, also Dresent and past sales 
records. sateeaated 2. lines only. Ad- 
dress F-314, Boot. rx Shoe Recorder, 239 
West 39th Street, “Nee York, N. Y. 





Fine Men’s Shop 
In Sacramento 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











MERCHANTS’ NEEDS 








FIT SHOES 
SCIENTIFICALLY 
YOU'LL 
INCREASE 
YOUR 
SALES 


THE BRANNOCK DEVICE 


Builds Sales - Saves Time - Simple - Accurate 
Areh Length - Toe Length - pone pla at ones. 


. Our cost of adjustmen to mis- 
Sis hes Seen reauesd materially and” we fel tha 
& percentage of credit is Brannock De 


vice Company. 
Hundreds of dealers are increasing sales and build- 
ing reputation for expert fitting with the 


Write for Deseriptive Folder 
and list of shoe factories offering Brannock Devices 
at special cooperative price. 


























THE BRANNOCK DEVICE CO 









SACRAMENTO, CALIF.—Slater & Mc- Adds Douglas Line 


Kay have opened a men’s shoe store at 
1022 19th Street, this city. Three prices 
are being featured, the Winthrop line 
at $8.50 and the Stetson shoes at $10.50 
and $16.50. The shop is one of the 
finest on the Pacific Coast for men’s 
shoes. This is the second store oper- 
ated by Slater & McKay, the other be- 
ing a leased women’s shoe department 
in a local department store. 


Los ANGELES, CALIF.—A complete 


line of W. L. Douglas men’s and boys’ 
shoes has been placed in the newly- 
opened Farley’s Outfitting Co. men’s 
shoe department. No other line is to 
be carried, reports Sidney Lipkin, man- 
ager. This department store has re- 
cently moved to a new location at 837 
S. Broadway and the shoe department 


is most modern in every 








address should be 


Classified ad 





The rate for “Position and Lines Wes ted” 
mum charge, 75 cents. For all other classified ad 


CLASSIFIED ADVERTISING RATES 


advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
the rate is 7 cents per word. Minimum charge, $1.25. 


When box number is desired twelve words should be added for the address In all other cases each word of the 





The rate for all Seplay clasified advertisements is $5.00 an inch with a maximum of 45 words. 
vertising is payable in advance. 
{3 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Geq 
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Economics More Important Than 
‘Fashion 


[CONTINUED FROM PAGE 35] 


inside out and neyer from the outside 
in. It is a common American fallacy 
of creators and promoters to think in 
terms of the effect that will be achieved 
from the things they are working on 
and not from the thing itself. An 
object, a store, a piece of merchandise, 
with enough concentration placed on 
the original thinking of the develop- 
ment, will almost sell itself if it is 
right in the first place. 

“One of the twins in promotion is 
IDENTITY and the second, CONSIS- 
TENCY. These may sound like ab- 
stract terms but without them, you 
can believe me, no campaign whether 
it is selling stores, chewing gum, auto- 
mobiles or shoes, will ever succeed. 

“Consistency and repetition are es- 
sential to the establishment of identity 
and identity is necessary if you want 
consistency. They are inter-change- 
able. They are invaluable—together. 
They are the twins of promotion. 

“T have this plea to make to manu- 
facturers. Do not relax your standard 
of quality. Mr. Watson on this plat- 
form earlier in the morning said ‘the 
consumer will continue to get his share 
of quality.” I would like to question 
what that share is. The consumer has 
never secured his share of quality from 
manufacturers and retailers. I believe 


that the way to build a growing shoe 
business for America, for the future, 
is to give them better shoes and not 
to be tempted by the demand for 
greater production to limit your stand- 
ards. Do not substitute production for 
quality. I appeal to you because I see 
signs in that direction. Times are im- 
proving and the temptation to turn 
to less creditable merchandise is very 
great. But the weak will succumb. 
Fewer and fewer good shoes are being 
made. The craft and the art of good 
shoemaking is an old one. It is an 
honorable one and it is a profitable one 
and we have proved, in our business 
at least, that adhering to high stand- 
ards of workmanship has been profit- 
able—that people will be interested in 
all things but they will prefer the best 
and they will find the best to be the 
most desirable value in the end. Once 
having developed, through your cour- 
age and imagination, a high standard, 
then make it the retailer’s responsi- 
bility to identify himself with the bet- 
ter quality and to be consistent in pre- 
senting it. 

“If the creative instinct is a desir- 
able one and if we are in the throes of 
labor pains, then we may as well have 
twins—the twins of shoe promotion: 


IDENTITY AND CONSISTENCY.” 





More Types in 
Children’s Shoes 

NEW YORK — The Juvenile Style 
Committee meeting of this Style Con- 
ference was unquestionably the most 
interesting and enthusiastic and larg- 
est in point of attendance of any 
previous ones for several years back. 

While a great deal of attention was 
given to the matter of correct fitting 
and proper shoe construction, in view 
of their importance for the growing 
foot, a much larger amount of con- 
sideration was given at this session 
to the matter of advanced styling than 
has been true of former meetings. 

It was the sense of the committee 
that now that we are emerging from 
the depression, a greater latitude of 
choice is permitted in selecting the 
juvenile range of shoes—than was pos- 
sible when economic consideration was 
the principal issue, if not the only one. 

Therefore, the style report, when 
issued, will stress the importance of 
really effective styling in certain of 
the better grades of : children’s shoes. 
Previous to this meeting the shoe styl- 
ing suggestion was more or less a 
repetition of the style suggestions for 
the preceding or corresponding season. 

One of the highlights of the meeting 
was an address by Dr. Joseph Lelyveld, 
who talked of the educational work 


of the National Foot Health Council 
with both professional circles and par- 
ents themselves and expressed appre- 
ciation for the cooperation of the shoe 
trade in carrying out ideas as they 
have been developed, for the better 
fitting of children’s shoes and the de- 
signing of these closer to the needs of 
the growing foot. 


George B. Williams 


Recovering 
Newark, N. J.—George B. Williams, 


who represents Gray Brothers, Syra- 
cuse, in the eastern territory, was 
suddenly stricken with appendicitis 
while at his home, Irvington, N. J. He 
is now recovering at the Beth Israel 
Hospital in Newark and plans to meet 
his many friends with his new line 


shortly after the Guild Show. 


To Split Weyenberg Stock 


MILWAUKEE, WIS.— Preparatory to 
applying for listing on the New York 
curb, stock of the Weyenberg Shoe 
Manufacturing Co. will be split three 
for one, it has been announced. The 
company’s charter has been amended 
to provide for 500,000 shares of $1 
par value stock instead of 100,000 
shares of no par value. Of the 500,000 
authorized, 300,000 will be issued. 
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Service Your White Nap and Fabric 
Sales with this Efficient, Profitable 


BUCK-O 


WHITE CLEANER 


Two Sizes 
25¢ size contains in- 
dividual suede brush 
and cleaner bag. 


10¢ size, smaller bag 
in handy container, 


and £+k lothers 
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| MAAN 
For Fabrics and Nap Tannages 
1. A CLEANER, not a touch-up bag. 
2. PROFITABLE. 3. Quiek, Easy, 
Convenient. 4. Non-injurious to finest 
. 5. Renews, retains 


tannages. 6. 
when demon- 


es 
strated and sold from fitting stool. 
25¢ size—Per doz. $1.25. Display eartons { doz. each. 
10¢ size—Per doz. .70. Display eartons 2 doz. cach. 
Terms: 5% 10 days, net 30 days. POST-PAID In 
Ye gross lots or 


more. 
Trial carton of either or beth sizes, Post-pald to new 
accounts, 


BUCK-O CLEANERCO. 
MARSHALLTOWN, IOWA 
2 ERS 
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Florsheim Bowlers Bid 


for League Honors 


SEATTLE, WASH.—High among the 
bowling leaders of the city at this 
season are the stars of the. Florsheim 
Shoe Stores here, who have been main- 
taining highest averages on the alleys 
and are climbing toward the top of 
The Commercial League of the city. 
Only a few points separate the star 
quintette from the summit of the 
league ladder, and they are prepared 
to climb into first place most any 
time. 

These shoesters have been exhibit- 
ing excellent form in their competition 
with other leading business houses of 
Seattle, and demonstrate the value of 
cooperation and teamwork on and off 
the alleys. Before crowds of specta- 
tors their bowling this Winter has won 
new friends for the two Florsheim 
stores of Seattle, as the prestige of 
the shops under the aegis of Bill 


Cotter has been carried forward to 
new highs. 


John C. Miller 
MILWAUKEE, WIS.—John C. Miller, 


61, for 30 years a salesman at the 
Caspari & Virmond shoe store in 
downtown Milwaukee, died March 30 
of a heart ailment. A native of Plum- 
ville, Pa., Mr. Miller is survived by 
his wife, Clara. 
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Orthopedic Fittings 
[CONTINUED FROM PAGE 28] 


to the store after a three months’ ill- 
ness in bed. Her arches had relaxed 
so during this time that her feet were 
flat. This was corrected through wear- 
ing special shoes for three months, 

A rigid code of ethics should be ob- 
served, however, in recommending cor- 
rective shoes, Mr. Blitz believes. 
Although ordinary corrective shoes will 
do no harm to healthy feet, he believes 
many shoe men often sell them when 
they are not needed, thus putting the 
customer to needless expense. A man 
who operates a family shoe store should 
gain the confidence of his customers 
just as a doctor, dentist, or any pro- 
fessional man and should never violate 
that confidence, he states. 

One of the staunchest rules in the 
Blitz store is to never sell a pair of 
children’s shoes without personal fit- 
ting. When parents come in without 
the children, seeking to buy shoes by 
size, they are advised that in so doing 
they may do irreparable damage to 
their children’s feet, and are asked to 
return with the children. It is a rare 
case when they fail to do so, Mr. Blitz 
reports. Complete records are kept for 
each customer and family, listing each 
member, dates of sale, size, stock 
number and price. 


Modernity in a Children’s Shop 


One of the newest and most modern 
juvenile shoe stores in the Chicago 
area is the Youthful Shoes, Inc., which 
opened last Summer in Oak Park, a 
western suburb. The first and still the 
only exclusively children’s shop in that. 
area, Ernest Spyrison, manager, first 
faced the difficult problem of building 
a business to compete with a good sup- 
ply of independent general shoe stores, 
representatives of all the major chains, 
and several large department stores. 
He reports that the ‘response has been 
most gratifying and has proved to 
him the value of dealing exclusively 
in children’s and growing girls’ shoes. 
He has had innumerable repeat orders 
as well as acquiring entire families of 
children. Both the exterior and interior 
of the store follow the modern trend. 


Full rounded glass windows and red 


carrara glass grace the front and the 
interior is furnished with green chro- 
mium trim furniture set off by a back- 
ground of built-in shelves. In order to 
take the children’s eye, miniature 
modern chairs have been provided. 
Mr. Spyrison believes there is much 
fertile field to be developed by mer- 
chants everywhere in the growing girls 
and junior miss group, now neglected 
by many merchants. There is a huge 
demand for durable, yet attractice, low- 
heel sport type shoes and most shops 
have failed to satisfy this either with 
variety or completeness of stock. For 
this reason the high school girl and 
college girl as well as older women are 
all potential customers. 
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A Buying Gui 


BOOTS AND SHOES 


CAMBRIDGE RUBBER CO., Cambridge, Mass...... Rae ey FL .Back Cover 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass..................0....- eee ee 50 
CONNELL, J. M., SHOE CO., S. Braintree, Mass....... SEED Eve eee eee a 52 
EASTERN FOOTWEAR CORP., Brooklyn, N. Y...... Bee as dy te aaa a 
ELAM, F. S., SHOE CO., Rochester, N. Y......... eee Spe eee 
ENDICOTT-JOHNSON CORP., Endicott, N. Y.................. isis, Rees Ben 4,5 
FLORSHEIM SHOE CO., Chicago, Ill.......................2.. Be pe eS eae, 12 
FREEMAN SHOE CORPORATION, Beloit, Wis......................... 14 
GREEN, DANIEL, CO., Do!geville, N. Y.. Shree el go a eS aa and Ge 
JARMAN SHOE COMPANY, Nashville, Me ER be Ginn dhe 33 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. . sees eae eee 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass..........0.--0 0000 ccc cece ee 50 
NAHM BROS. SHOE MFG. CO., Philadelphia, Pa... 00.0006 cece 50 
ROHN SHOE MFG. CO., Milwaukee, Wis. 20.0000 ccc ccc ccc cc eenes 53 
SCHWARTZ & HERDER, INC., Philadelphia, Pa.. 3 y cue tene edie out abla a ae 
UNITED STATES RUBBER PRODUCTS, INC., New York City. MRNA AER Bg ok Sy Sen Front Cover 
LEATHER AND OTHER MATERIALS 
Aisa Dee Gea New York. ond Goston,:..... oo 5 eo! Gib ec ah ee ee 
GROwer GOMPANY; Tete Portland; Man... on io cll i dacs ce even Sane bbe it 
COLONIAL TANNING CO., Boston, Mass... 0.000... c ccc cece eee c eee ueecevncees 6 
ENGLAND WALTON CO., Boston, Mass............ 00.0 0c ccc cccececeucecevueees 44 
GOODYEAR TIRE & RUBBER CO., Akron, O...0 00000 ccc ccc ccc ccc ceeees 27 
cavum, Gs OG. te, Peew York City. 2. ea Oa eae 
On as oc ak ag da vow cede aA Eee ich do ese aa - 31 
PANTHER-PANCO CO., ‘Chelsea, Mass... 00. c cc ecsccwscssceccecccecce 46 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis............ ccc ec eeeeceeee 3rd Cover 
Serer Pie te he COL Detroit; Mich. ..5660 ce ee oo kek 45 
Seperee mer renee Gres Peewnte. Mid... ccc a a is aT 9 
gee Pee UN MUNN NN oases So via bs bods ecs'c apeccedon qub¥ac ocdceswbuce 52 
SURPASS LEATHER CO.., Philadelphia, Pa... 0.2.0.0... ccc cece cece cece ducececucess 42 
UNITED STATES LEATHER COMPANY, New York City.............0cccccccceueeee 47 
STORE EQUIPMENT AND ACCESSORIES 
SRANNOGK GBVIGE CO.., Syracuse, N.Y... 6505 iE i a eh nek 56 
HOGVER MFG: GOu: Mow York City. iin ee eee ee vs 53 
NASHUA PACKAGE SEALING CO., Nashua, N. H........00 0000 e eee eee ecb eee 49 
Seer ls WUT s Gels Wien GNCROO, Wh oboe oc econ ob eee bocce davncceue. 29 
IN I AS NR, NN oc nk os ie een eik oan bok cok ble 40 
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MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, Mass........... 0.0 c cece cece cencccucs | 
BUCK-O CLEANER CO., Marshalltown, lowa........0...000 0.0 c cece cee eee 57 
EVERETT & BARRON COMPANY, Providence, R. |.... 00.00 cece cece cece ce eeee 48 
LOUANGEL CORPORATION, New York City.............00.0000 000 ccc eee eee 55 
NE MIE MON I Ny os sande oo cae kis Pah aw eee ee 38, 39 
UNITED SHOE MACHINERY CORP.,-Boston, Mass..................0000.000- 00. 34, 51 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City.............6.-. ccc cece eee ce ec cecvecs 56 
POU IAIN POGUE VOOR MONI 5 oc cick ck 5 i civic sed vein vba ca svccvceccceseccees 54 
SUN PU PeD EON ROPE EIS, ie bss bic ocd ibs Fs adi veceee es veeelg ecu buWensiets 56 
KIRSCH-BLACHER CO., INC., New York City.........000. 00 ccc cc ccc cece ec ee ues 56 
RAILWAY EXPRESS AGENCY, INC. .......... 00. c cic ce cece cece cs ecenenues 47 
SHOE FASHION GUILD OF AMERICA, INC., New York City..................... 8 


STEPHENSON LABORATORY, Boston, Mass............ 0.0.00 cc cece cece eee e eee ees 
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BERMUDA 


. 


: ewe year, the seasonal swing to sports shoes 
promises to be greater than ever before. Check 


your stock early and assure yourself of a complete 
coverage for this active, summer market. 


All whites, white in combinations and the increas- 
ingly popular ventilated types, are featured in the 
varied selection available in our stock department. 
Size up regularly for more profit and turnover. 


The smartness of our styles and lasts... the wide range 

of widths and sizes... the inherent quality of work- 

manship in Vitality Sports Shoes for Men make them 

an ideal foundation for a profitable summer season. 

_ VITALITY SHOE COMPANY « ST. LOUIS, MO. 
ae Branch of International Shoe Company 


VITALITY 


WOMEN’S MEN’S BOYS’ CHILDREN’S 
AAAAA to EEE AAA to G AtoE Complete Widths GRADE SHOES FOR WOMEN $5.00 e VITA- 


Sizes 2 to 11 Sizes 4 to 14 Sizes 1 to6 and sizes 
$6.75, « few $5; $6, $6.75 $4 and $4.50 $2.95 to $5 POISE FEATURE SHOES FOR CHILDREN 


styles $6.00 Priced according to size $3.00 TO $5.50, PRICED ACCORDING TO SIZE. 
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More than 2,000,000 feet of 


(bial NO-WHITE Zent 


bought by such firms as these this year 


Advance Shoe Co., Inc. 
D. Armstrong & Co. 
Bancroft Walker’Co. 

Beker & Friedman Shoe Co. 
Boyd-Welsh, Inc. 

Brauer Bros., Inc. 

Brown Shoe Co. 
Colella & Leighton Shoemakers 
Dunn & McCarthy, Inc. 
Delman, Inc. 

‘Ferm Shoe Co. 

Florsheim Shoe Co. 
C. P. Ford & Co., Inc. 
Gregory & Read Co. 
Infernational Shoe Co. 
Johansen Bros. Shoe Co. 
The Julian & Kokenge Co. 


Kane-Dunham & Kraus, Inc. 
Krippendorf-Dittman Co. 
Laird, Schober Co., Inc. 
Milius Shoe Co. 

P. W. Minor & Son, Inc. 
C. & A. LoPresti, Inc. 
Palter De Liso, Inc. _ 
Pontiac Shoe Mtg. Co. 
Premier Shoe Co. 
Rice-O'Neill Shoe Co. 
Samuels Shoe Co. 

The Selby Shoe Co. 
Seymour Troy, Inc. 

J. P. Smith Shoe Co. 
Tweedie Footwear Corp. 
Unity - Grossman, Inc. 
Valley Shoe Corp. 


Wolff-Tober Shoe Mfg. Co. 
And Hundreds of Others 


FOR THE 


COLONIAL 


PATENT LEATHER SHOES 


COLONIAL TANNING COMPANY. BOSTON. MASS. 
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I“ Wall Street — where men know the value 
of concrete things —you'll see smartly 
dressed men — men who demand value for value 
in shoes as well as in evetythitg they buy. They 
demand the trimness and the rugged dependa- 
bility of shoes wilh Spaulding Counters — shoes 
that will look neat and smart in spite of the 
pounding they take on the marble bios of the 


exchange. Smart, value-knowing men every- 


NO OTHER PART OF THE SHOE MEANS SO MUCH... 


Wall Street, N. Y. 


where enjoy the features Spaulding Counters 
give to shoes. Features like upstanding smooth 
quarters, straight backseams, and _ flexibility 
combined with a true fit at the heel. Spaulding 
Counters add real value to your shoes. Specify 


Spaulding’s when you buy counters. 


SPAULDING 5 


Counters 


“Wade tn North Rochester, N. H. 


AND COSTS SO LITTLE 
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5066—Youths' and Little 
Gents' White Elk Oxford, 
un wear _ rubber 
: RAs A . Stit « St 
5538 — Infants’ and First — a. 8l/,/2. ae 
Step White Elk Side rs ae | i 
Buckle. Stitchdown. Sizes rr “Sizoe 817 yi — 
iuaw gate ain oe : eae pase 
5052 — Same inGun 
Metal. Sizes 8!/,/2.. .85c 
5548 — Infants’ and First —s— Cc 2s fn 5077—Misses' and Child's 
_ . Step White Elk Oxford. re, 3 e. “re Elk Front Strap. 
: Stitchdown. Sizes 2/8. 75c ‘old y wae : ng . AF ai oy oa 
5549.—Same in Potent. A Cass a 
es ll et” 5078—S ame in Patent. 
Sizes 81/,/2. ....... 
5543 — Infants’ and First an 
Step White Elk Front 
Strap. Stitchdown. Sizes 
“Yee E 75¢ 
5544—Same in Patent. 
TY roe AN | 
JICOTT- JOHNSON | ; 





ENDICOTT - JOHNSON |£ 
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“SHE HAD SO MANY CHILDREN 


SHE DIDN'T KNOW WHAT TO DOI!" 





In bygone days the town shoemaker was so busy filling local 


orders that mothers had to wait and wait before they could get — 


new shoes for their children. 


But the modern mother knows what to do today— she goes 
right down to the nearest store selling this new line of Endicott 
Johnson infants’, misses’ and children's footwear and she buys 
each of the kiddies a pair at once. She sees that the Endicott 
Johnson's are good shoes, well made, long wearing, and priced to 
meet her budget. 


Retailers find this children's line an exceptionally profitable one 
for Spring and Summer selling. Be prepared to satisfy the mothers 
and children in your community. 


Order this children's line now—they are In-Stock for immediate 
delivery. 


5020 — Misses’ and Child's Two 
Strap Sandal, Rubber sole and 


5357—AMisses’ and Child's 
White Elk Oxford, sure 
wear sole, lasted-in heel 
seat, 8/8 leather heel. 
Stitchdown. Sizes 8!/,/2. 

$1.00 


5351—Misses' and Child's 
White Elk Front Strap, 
sure wear sole, lasted-in 
heel seat, 8/8 leather 
heel. Stitchdown. Sizes 
—... 7. $1.00 


5352—S ame in Patent. 
Sizes 8!/5/2. ...... $1.00 


heel. Stitchdown. Sizes 8!/,/2. 
77V/oc 


IN STOCK 


ST. LOUIS, MO, 
NEW YORK CITY 


ENDICOTT, NY’ 
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ERE are some of the powerful selling points found 
in Hood Canvas Shoes, and advertised to your cus- 
tomers through leading national magazines: 

Xtrulock Molded Construction—which assures longer 
wear. Smooth inside—no seams to chafe feet—no stitches 
to break! 

Green Hygeen Insole—which prevents excessive perspi- 
ration odor. 

Ventilated Uppers—keep the feet cool and dry. 

POSTURE FOUNDATION — a patented device which helps 
improve the whole body posture, and provides insurance 
against flat feet! 

The quality Hood builds into rubber and canvas foot- 
wear is mighty important to you, too, because poor qual- 
ity makes a customer dissatisfied with your store. You 
can play safe with the reputation of your store by stock- 
ing the Hood line of rubber and canvas footwear. Hood 
designs and styles the kinds of footwear people want and 
will come back for. 





HOOD RUBBER COMPANY, INC., WATERTOWN, MASS. 

Branches at: Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, Ill.; Cincinnati, O.; Cleveland, O.; 

Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif.; Minneapolis, Mina.; New Orleans, La; New York, N. 

Pa.; Pittsburgh, Pa.; Providence, R. 1.; St. Louis, Mo.; Salt Lake City, Utah; San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 








OVER FIFTY-FIVE YEARS 
OF BUILT-IN QUALITY 
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Thombson, offers 


grealer merchandising opporlunilies 


rn peg Sus 


THE 
THOMPSON SHOE... 


A high grade line with an unsur- 
passed record of merchandising 
successes. Leading retail shoe mer- 
chants everywhere profit and build 
business upon the established style 
leadership and fine built-in-quality 
~ of these famous shoes. 





THE 
OSTENDO NAILESS SHOE 


Constructed with more special fea- 
tures than ever before built into one 
shoe, The Ostendo Nailess Shoe 
permits effective sales producing 
. dramatization of feature after fea- 
ture .. . to build up a line uncom- 


parable in merchandising ability. 


DR. DAVIS 
ANTI-FRICTION SHOE 
A feature shoe that has proven a 
consistent sales-getter over a long 
period of years. Time tested pat- 
ented foot health supporting fea- 
tures consistently build and hold a 
steady clientele for the merchant 
who secures this valuable franchise. 


sABEL's 


ORRECTIVE SHOES 


SABEL’S 
CORRECTIVE SHOES 


Each Sabel Corrective Shoe is in- 
dividually constructed to fit the feet 
of Men, Women and Children here- 
tofore beyond the scope of the 
average corrective shoe. Leading 
shoe merchandisers have found a 
new exclusive market with the fran- 
chise for this famous line. 


Salesmen are now in their leriilories wilh new sample 


and full delails 


‘[ HOMPSON BROS. SHOE (0 (o 


FINE SHOEMAKERS 
BROCKTON 


WRITE FOR CATALOGS AND 
FRANCHISE INFORMATION 
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Measure your Men's Shoes 


by THIS Standard I | 



























(1) Shoes that offer the customer a well 
groomed appearance, whose leather takes a 
high, lustrous polish. (2) Shoes that offer 
real foot comfort, a supportive firmness yet 
a soft pliability that molds to the foot. (3) 
Shoes that are hard wearing, that will stand 
up under the stress and strain of the most 
active usage. (4) Shoes that offer an atten- 
tion getting, merchandising and advertising 
story that attracts customers. 


That’s the Standard set by shoes of genuine 
Kangaroo leather. Not “kangaroo sides,” or 
“kangaroo calf,” or “kangaroo horse,” but 
GENUINE Kangaroo leather is 17% stronger, . 
weight for weight, than any other leather, 
has a tight even grain, is “tough as rhino, 
yet soft and pliable as fine kid.” Shoes that 
measure up to this Standard are shoes that 
will bring you a profit in Sales and repeats. 


GENUINE 
KANGAROO 












TANNED IN AMERICA i | 
| SURPASS LEATHER CO., PHILA. 
by RICHARD YOUNG CO., NEW YORK 
ZIEGEL EISMAN CO., BOSTON 
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. . » To teach him to look inside 
the toe before he buys — and to in- 
sist upon a firm smoothness in the 
linings that will not break down dur- 


ing wear. 


ae Celastic Box Toes turn the 


Ha 


sales resistance of wrinkled toe lin- 
ings into the definite appeal of toe 
comfort by fusing those linings firmly 
— smoothly in place for the life of 


the shoe. 


. . « That's why more and more 





Celastic is going into men’s shoes. 











Af 


THE QUALITY 
BOX TOE 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A Pitteo Store Front 
ASKS for BUSINESS __. 


nd Geb oe / 


MODERN, attractive - store. I’m inviting, good-looking. 

Pittco Store Front speaks a _I[ promise quality footwear, fair 
language of itsown. Itsaystopo- _ prices, courteous service. Come 
tential customers: “Look at me. into this store . . . you'll find it 
I’m the sign of a progressive shoe _as satisfactory inside as it is out- 
side!” 

By inviting prospects to enter 
your shoe store, a Pittco Store 
Front asks for business. And the 
fact is . . . it gets business, as 
_proved by thousands of stores 
throughout the country. It widens 
your trading area for you, in- 
creases business volume, boosts 
your unit of sale, builds bigger 
profits. 

Put a front on your shoe store 
that asks for business. Our staff 
of experts will gladly cooperate 
with you and your architect in 
planning it. Meanwhile, send the 
coupon for our free book. It’s 
filled with facts, figures and photo- 
graphs in connection with Pittco- 
modernization everywhere. 








Be sure to see the Pittco Store 

Front Caravan, now on a nation- 

wide tour. Contact, our local 

branch for specific information 

as to when it will visit your terri- 

tory. 

PITTSBURGH 
TIME PAYMENT PLAN 

Take up to 2 years to pay for your 
new Pittco Front. Pay 20% down, 
then settle the balance out of 
income. 


PITTSBURGH, 


Here’s h new Pittco Front designed by architect Jas. F. Tierney eee the appearance of a COM 
chee store in St. h. Mo... and made it ask for business. Put a Pittco Store Front on your store PLATE GLASS PANY 
- « and find out whee a powerful factor it can be in building a better shoe business for you. 


Pittsburgh Plate Glass rime ag 
‘a 


p "9 3 rite Sa <9 
metal... paint POM. eee i FORCE ihc ccaacnivesddcoberune 


CARRARA STRUCTURAL GLASS * PITTCO STORE FRONT METAL * PITTSBURGH PAINTS 
PITTSBURGH MIRRORS - PITTSBURGH POLISHED PLATE GLASS * TAPESTRY GLASS | City... 




















